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“House Beautiful has been 
a Steady factor in Wallace’s 
growing sales volume,” 


writes Mr. John F. Banks, 


Director of Sales and A dvertising, 
Wallace Silversmiths 


~ 
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WALLACE SILVERSMITHS 


WALLINGFORD. CONNECTICUT 


eunpaven or ensee August 21, 1953 
a Mr. John F. Banks of 
Wallace Silversmiths 


Mr. Richard A. Hoefer 
Publisher 

House Beautiful Magazine 
572 Madison Avenue 

New York 22, New York 


Dear Mr. Hoefer: WALLACE SILVERSMITHS 


Twenty years ago - that's a long time, isn't it? - on os 
Wallace Silversmiths advertised for the first time in House have been advertising regularly (and 
Beautiful. In 1933 we turned to House Beautiful - and year profitably! ) in House Br ; 
: SE SAUTIFUL 


in, year out, Wallace advertising has been constant, 
9 en . 

We silversmiths pride ourselves in being good for <0 years. More ev idence that 
businessmen = And it has been said that New Englanders know it pays to be a regular 
value, Well, Mr. Hoefer, it's only fair to state - from ° —* 
twenty years' experience - that it's just good business to Hot SE Beat TIFUL advertis ar! 
advertise rerularly in House Beautiful, This is the natural Ser. 
magazine of choice for our best prospects. It brings the 
right people to our advertisements, economically, and our 
pattern sales show that House Beautiful delivers them right 
yut o1 wuneir living roams into retail stores al] across the 
country. 


House Beautiful has been a steady factor in Wailace's 
growing sales volume, 


A good product and a good magazine have accomplished 
a good deal together in these twenty years, 


Sincerely yours 


WALLACE 
4 


rie 
J. F. Banks/c ‘ | 
a, 


7 


® sells both sides 


“=< House Beautiful 


Magazine 


=p ) : oN 
072 Madison Avenue, New York 22. N. Y 


whow thy MONEY blows! 


71% of the Plain Dealer's daily circulation in Greater Cleveland reaches families 


that account for 73.9% of the city’s retail sales.* In addition to blanketing 
Cleveland's effective buyers, the Plain Dealer advertiser gets a valuable bonus— 
dominant coverage of the rich 26-county adjacent area that constitutes 

the Plain Dealer’s famous 2-in-1 market... both for one low cost. 


(Cleveland) 26 Adjacent 
Cuyahoga Cy. County Area* 


Total RetailSales . . . . $1,803,864,000 $1,466,720,000 
Food Sales ... —_— 487,941,000 376,096,000 
Gen. Merchandise Sales ‘ 265,797,000 115,023,000 
Drug Seles . . 1 2 2 « 58,480,000 35,890,000 
Furn., Hsld., Radio Sales . 93,912,000 68,849,000 
Eff. Buying Income .. . 2,840,383,000 2,269,476,000 


*Akron, Canton, Youngstown not included. Figures —Sales Management Survey, May, 1953 
‘ ‘ ry T 
CLEVELAND 
A 4 4 4 4i 4 


PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 
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When you set your sights on more 
successful direct mail advertising, call 
on James Gray, Inc. for the weapons 
you'll need. 


Thirty-four years of experience are 
in back of our expert, dependable mail- 
ing services, printing and lithograph- 
ing facilities, ' 


Every one of our competent sales 
representatives is a good soldier, well- 
trained in the minor as well as the 
major problems of direct mail. 


Call Gray for counsel in your direct 
mail problems, without obligation. 
You'll find we make economy a target 
—with your own objectives at the 


bull’s-eye. 


*ask us how we help Service Labora- 
tories draw a bead on bigger business 


Jc. 


gan 


lithographers lettercraftsmen printers 


New York 17, N. Y. 
216 East 45th St. 
MUrray Hill 2-9000 
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ADVERTISING 
She Never Grows Old 


How Morton Salt keeps its little girl trademark youthful and 
modern. 


COMPENSATION 


Daily Incentive Plan Fattens Pay 
For Unionized Driver-Salesmen 


Extra sales are credited daily. Yesterday's sales never apply 
on today’s base. The men receive incentive pay monthly in 
the presence of each other. They are paid union driver's 
wages. Salesmanship is the plus in earnings 

By Henry E. Picard, Vice-President & General Manager, 
San Francisco Brewing Corp. 


CONTESTS 
12 Rules Pay off 


In Binswanger Contest 


Rule No. 1: Organize the plan well . No. 12: Don’t expect 
salesmen alone to make the contest a success. What were the 
rules for the stars, regulars, substitutes, water boys ? 

By Joe Nadler, Vice-President in Charge of Sales, Binswanger 
and Co 


DISTRIBUTOR RELATIONS 


Questions for Distributor Salesmen 
Who Want to Help Their Dealers 


First they are useful in identifying weaknesses and then for 
working out plans with dealers to correct them. Result: A 
salesman can up billings $100,000 a year in 50 outlets 

By H. J. Mitchell, Assistant to Executive Vice-President, 
Eureka Division, Eureka Williams Corp 


LEADERSHIP 


Instinctively, Are You 
A Good Leader? 


Do you give your men the eight basic satisfactions which 
result in good morale and work? Whether or not you are a 
born leader, here are suggestions for improving your leader- 
ship 

By J. H. McQuaig, J. H. MecQuaig & Co., 
chologists 


Industrial Psy- 


MANPOWER PROBLEMS 
Are Your Hiring Costs too High? 


Is it because you claim, “I know a good salesman when I 
see one’? Personality characteristics for salesmen vary among 
companies. Here's a plan to match the man to your job. 

By Jesse S. Nirenberg, Industrial Psychologist, TradeWays 
Ine. ‘ 


At Standard Pressed Steel: 
Salesmen's Turnover: Zero 


What’s behind this remarkable record in a $0-year-old con 
cern which has doubled its sales force and tripled sales since 
1946, and provides jobs for 2,000 factory workers? Why has 
the company never had to advertise for any employe? 

By George A. Gade, Vice-President, Sales, Standard Pressed 
Steel Co. 


MARKET CEVELOPMENTS 
Proof-of-Difference Program 
Pays off for Kent Cigarette 


The formula: Create a new cigarette with a new filter. Prove 
the filter’s worth in a test any smoker can mezke. Launch it 
soundly through market-by-market development. Back it with 
solid sales, promotion, advertising efforts. The result: Loril- 
lard’s latest is now a lusty contender. 

By Lawrence M. Hughes, Special Feature Editor 
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MARKETS 
Canada's Gains Far Greater than U. S. A.'s 


Newly released 1951 Canadian Census shows population and 


retail sales up 22% and 210% respectively in last decade. 


5c for a Kid's Snack: 
What Should He Buy? 


Candy? Fruit? Milk? Soda Pop? Children now are being in- 
fluenced on a vast scale through teaching aids supplied by 
industries and companies. Are you in the program? 

By Jerome Shoenfeld, Washington Editor 


‘Who Gets What Income and Where?" Correction 


Profile ot the Typical Sales Executive 


SM throws a barrage of questions at subscribers—everything 
from whether they breed goats up to their ability to pay this 
month's grocery bill. Here’s what they tell us. 
By Philip Salisbury, Editor, Sales Management 


SALES CAMPAIGNS 


Benson's Butter Headache 


Cues Flour Promotior 


Who: International Milling Co. What: It gave away, with 
each bag of Robin Hood flour, a coupon worth 15¢ (or more) 
toward the purchase of a pound of butter. Unexpected divi- 
dend: The dairy people hooked in with liberal advertising of 
their own. 


SALES PROMOTION 


Tell It Often, Sell It Hard: 
How to Sell Used Cars 


This active Chicago Pontiac dealer spends no time moaning 
at the bar. Autos are moving briskly. Lively promotion of 
honest values offered through liberal newspaper advertising 
and over TV keep the prospects trooping in 

By David J. Atchison 


Eight Manufacturers Team up in 
Big Store Party Promotions 


It's a trend this idea of a group of manufacturers getting 
together to sponsor a joint promotion. Participants in the 
“How to Throw a Party” show—appearing in a number of 
big stores—are: General Electric appliances; Harkerware; 
Lenox china; Waring blendor; RCA phonographs, records 
and recorders; Imperial glassware; Gorham silver; Matouk 
linens eee 


SALES TRA!NING 
400 Adopt Wool Bureau 
Retail Training Course 


Tools and props are simple. Instructions are specific and easy 
to follow. Graphics are used to add visual appeal. 


TRANSPORTATION 


Air Freight: 
A New Selling Tool 


What can it do to ease the sales manager's job? Here are 
some answers 
By John C. Emery, President, Emery Air Freight Corp. . 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 119 Sales Trends (Retail) 
Comment 15 Scratch Pad 

High Spot Cities 110 They're In The News 
Human Side 8 Tools for Selling 
“Lost Sale” Quiz 38 §@Trends 

Readers’ Service 100 Worth Writing For 
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Industrial 


WE DONT NEED 
1 COVER GIRL! 


oo 
—— 


Equipment 
News 


Industrial Equipment News is as 
functional and needful as a_ steel 
girder. And its form reflects its use. 
Here you will find each month the 
most complete obtainable collection 
of current product news stories and 
descriptions of industrial products in 
active demand. More than 1,000 
items of practical buying interest to 
63,000 product choosing officials in 
10,000 active, well-rated plants and 
buying offices in all 28 industries. 
IEN is used two ways: 1. When it 
arrives it is looked through for 
what's new; 2. It is referred to con- 
stantly as THE current summary of 
industrial product sources. The 
front-paged PRODUCT FINDING 
INDEX shown here helps to make 
IEN the handiest and best patronized 
source of buying ideas. 

In buying for and selling to industry, 


handsome is as handsome does. 


Details? 
Write for NEW 
Media Data File Folder. 


Industrial . ~ 
Equipment 
. News 
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New Orleans, La. 262,000,000 DIRECTOR R. E, Smallwood 


SUBSCRIPTION MANAGER Cc. V. Kohli 


Allentown, Pa, 21 9,000,000 $8.00 a year; Canada, $9.00; Foreign $10.00 


SALES MEETINGS 


(quarterly, Part I! of SALES MANAGEMENT): 
editorial and production offices: 1200 Land Title 
Bidg., Philadelphia 10, Pa.; Philip Harrison, Gen 


eral Manager; Robert Letwin, Editor 


SAN DIEGO | QrvtheSendiegs nti cens 
PRESIDENT AND PUBLISHER Raymond Bill 


Union and Evening ag 
CALIFORNIA Tribune provides sat- SALES MANAGER........... John W. Hertmen 


H TREASURER Edward Lyman Bill 

7 uration coverage of VICE PRESIDENTS C. E. Lovejoy, Jr 
i t] this billion dollar Merril V. Reed, W. E. Dunsby, R. E. Smaliwood 

mighty - market. SALES MANAGEMENT, with which Is incorpo- 


rated PROGRESS, is published semi-monthly on 

' , the first and fifteenth except in May and Novem 

Data Copyrighted 1953 Sales Management, Survey of Buying Power; further reproduction not licensed. ber when it is published on the first, tenth and 
coputenninneeteimeatintiinn twentieth. Affiliated with Bill Brothers Publishing 

) Corp. Entered as second class matter May 27, 
1942 at the Post Office, East Stroudsburg, Pa., 


q ° ~ nder th + of March 3, 1879. Publication (print- 
THE MOST : San Rie 0 Union ing) offices, 4 North Crystal St ‘Gost Strowds- 
IMPORTANT CORNER burg, Pa. Address mail to New York office 


Copyright December |, 1953 by Sales Manage- 


IN THE U. S. A. and ment, Inc 


. 
eee @ee EVENING TRIBUNE _ 


SAN DIEGO ¥ 


san pited m <: og 
REPRESENTED NATIONALLY BY THE " ° 


WEST-HOLLIDAY CO., INC. Cure® 


December |, 1953 Volume 71 No. 12 


@ Fast Work 
@ Easy Way 
©) Why Five? 
4) Fabulous First 


@ “Draft beer flavor in bottles and cans” seems to be 
exactly what Upper Midwest beer lovers want. Since Jacob 
Schmidt Brewing Co.. BBDO Minneapolis client, put this 
selling theme to work last spring. sales have been running 
20% ahead of the 1952 volume. In fact. the swing to 
Schmidt was so swift that even as this poster went up, 
the sales increase zoomed over the 5-million-bottle mark. 


© Making telephone numbers easy to find is a bigsjob 
ina big town. So when Pacific lelephone had to show why 
five directories— instead of one—are needed in the sprawl- 
ing Los Angeles area, it used 360 TV spots in two weeks to ex- 
plain the reasons why. Follow-up interviews showed greatly 
increased understanding of the situation, few complaints. 
Pacific Telephone is a BBDO San Francisco client. 


@ Anew automatic washer may be difficult to introduce in 
today’s competitive market. | ut the kasy Washing Machine 
Corp. believes in doing things the kasy way. This BBDO 
Buffalo client had figures showing that 2.000.000 women 
liked the Easy “Spiralator” washing action best. So they 
featured the Spiralator in this Life advertisement — with 
a promise to dealers of “2,000,000 guaranteed prospects.” 


Mi Dabadey ole es ums 


HENLEY 


@ The most startling and successful move in whiskey 
merchandising this year is the Schenley holiday decanter, 
first in the popular-price field. And Schenley is backing its 
baby with the largest four-month promotion in the com- 
pany s history. The banner line in all media is,“A famous 
whiskey in a fabulous decanter.” Reports to date show 
that sales are going far ahead of previous years. 


BATTEN, BARTON, 


NEW YORK * BOSTON © BUFFAL cHicaGo 
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DURSTINE 


CLEVELAND © PITTSBURGH 


OSBORN, 


MINNEAPOLIS 


SP 


SAN FRANCISCO 


Adverti sing 


BOLLTWOOD + Lé ANCELE DETROIT 


There’s profit in these primary millions! 


3°4-million families, screened for the BUY on their minds 


As an advertiser, you want to interest people who buy. 


So your best magazine investment is one consulted by 
millions of buy-minded people. 


This certainly suggests Better Homes and Gardens. 


Here are 3%4-million high-income families preselected by 
editorial planning for their desire to get 

more out of life, and for their ability to 

buy what it takes, 


They look to BH&G to show them how to 
raise living standards—what to do, how to 
do it, and what to buy to do it with. 


In fact, of all three largest man-woman 
magazines, BH&G is the only one which 
grew great by appealing strictly to this urge 
for self-and-home improvement. 


This is the vital advantage your advertising 
gets in BH&G. This is why its millions of 
readers should be yours. They are your 
primary millions, screened for the BUY 
on their minds. 


MEREDITH PUBLISHING COMPANY, Des Moines, lowo 


au. 10, 1954 


... The Newark Sunday 


News Annual review 
and forecast of 


BUSINESS 
INDUSTRY 


and CONCENTRATION MADE EASY . . . United's Executive flights provide every- 


thing but a high 1.9. to make urgent "desk" work easy. And no phone to ring! 


NEW JERSEY The Human Nido 


The Newark News is New 

Jersey's ONLY year ‘round 

journal of business and indus- 

try. That's why the reading 

public of America's 6th indus- Air-Borne Utopia 

trial state looks ONLY to the 

Newark News for news, finan- Closest thing we've been able to find to a sky-high men’s club is 
clal data, advertising in our United Air Lines’ flights called “The Executive.” Each afternoon at 
five a DC-6, The Chicago Executive, takes off from New York for 
the Windy City. At the same hour in Chicago its brother-in-flight, 
ing and employment . . . it's a The New York Executive, leaves the shores of Lake Michigan for 
reading habit built over the Manhattan. And executives, plying between the two cities and inter- 
years ... without it you don't ested in working or relaxing without women’s chatter droning above 
get through! the motors or babies uttering baby noises, are making the two United 

flights best sellers. 


great arsenal of manufactur- 


Forms close January 7, 1954. 

Reserve your space now. There are, if you want to be literal, two women aboard each of 
the flights. They're stewardesses. But they’re there to give the tired 
male United service, make him comfortable and stay out of his hair. 
For United planned these flights For Men Only and everything about 


fad = « 
them is designed to reassure the benighted male that, here at least, 
it is still his world. 
Having heard about The Executives since the flights were inaug- 
urated last April we bode our time until a Chicago assignment came 
up. And now, having just made the round trip jaunt aboard, we 


thought we'd tell you about the Care and Feeding of The Tired 


NEWS Business Man, as arranged by United. 
The flight begins like all other United flights: The plane’s a com- 


fortable job which looks like any other DC-6. But at the rear is a 
nice club-car arrangement with small tables which the stewardesses 

or suggest you use for desk work or a bridge game. Matter of fact 
O’Mara and Ormsbee they'll even organize a game for you. Half-way to Chicago two 


Newark 1, New Jersey 
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But how were 
thousands of 
motorists to be 
convinced ? 


‘ 
Scientists knew that Shell Premium vith TCP* 
additive was the most important gasoline advance 


since the development of tetraethyl lead in 1922. 


very test proved it. 


e 
But it was a highly technical achievement in research. 
In a world of claim and counterclaim could the story be 
told in terms millions of motorists would understand 


and believe? 
Mass education 


Here was an opportunity for advertising’s ability to 
Y present facts quickly and clearly to large numbers of 
people at low cost—‘'mass education’’ to match the speed 


and economy that comes from mass production. 


e In newspapers, outdoor, radio and television our 
client announced ‘The Greatest Gasoline Development 
iM CU in 31 Years” in test markets. Instead of claims, advan- 


tages were explained—convincingly, in terms of how 


this new fuel development solved a problem common to 


today’s high-compression engines. 


. something big happened’’ 


Response was so unprecedented that Shell Premium 
Gasoline with TCP additive was promptly made avail- 
able in Shell’s full marketing territory. To quote Shell: 


“When any normal size service station has 167 local 


motorists—new to the station, and new to the brand— 
make gasoline purchases in a single month, something 
big has happened! When most of the 167 ‘strangers’ 
continue to buy in the second month and are joined by 
a new group equally numerous, you have a picture of 
what [VCP additive in Shell Premium Gasoline has 
meant to Shell dealers across the country.” 


Is advertising’s sales-making potential also being used 
most effectively in your behalf? We'd be glad to talk it 
over with you. Just call or write. 


*Trademark owned by 
Shell Oil Company 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 
New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., Miami, Montreal, Toronto, Mexico City, 


Bue nos \ res, Monte video, Rio de Jane iro, Sao Paulo, Santiago ( hile 9 London, Paris, Antwerp, Frankfurt, Milan, 
Johannesburg, Port Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne 
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IS YOUR 
SALES MESSAGE 
HITTING THIS 

MARKET 


XD 


Each year the Oil Industry spends $2 
billion for equipment and services. Here 
markets for both new and old products are 
being established constantly. Has your com- 
pany overlooked America’s fastest growing 
market? Perhaps some of your products 
now have accepted or possible applications 
in this tremendous industry 

The Producing-Pipe Line Division of the 
Oil Industry explores for, drills, produces, 
and pipe lines oil and gas. It uses every- 
thing from 5¢ nuts to $500,000 drilling rigs 

The Refining—Natural Gasoline-Petro- 
chemical Division refines the producing 
branch's raw materials into the thousands 
of useful petroleum products you use every 
day. This Refining Division uses everything 
from $1.00 packing to $1 million processing 
units. 


DOES YOUR PRODUCT HAVE A 
MARKET IN THE OIL INDUSTRY? 


The world’s largest oil industry publishers 
can tell you quickly what and where your 
market is in the specialized divisions of the 
oil industry. Gulf specialized publications 
reach 90% of the industry's known buying 
power. Research knowledge gained over 36 
years can help you determine your share 
of the market 

Send us your catalog or sales literature. 
If you have a market here, our industry- 
manned Constructive Study Panel will re- 
view your products and return to you an 
analysis of your sales possibilities in this 
industry. Inquiries will be kept confidential, 
and you are under no obligation. Address 
Dept. SM, Gulf Publishing Co., P. O. Box 
2608, Houston 1, Tex. 


a 


—e 


THE 
GULF PUBLISHING CO. 


THE WORLD'S LARGEST 
OIL INDUSTRY PUBLISHERS 


P. O. BOX 2608 * HOUSTON 1, TEXAS 


xecutives across the aisle from us decided a spot of bridge might be 
a relaxing divertissement. They suggested to one of the pretty stew- 
ardesses that she make a few discreet inquiries. Five minutes late: 
she returned with two gents in tow, performed introductions with the 
aplomb of a Junior League hostess, rounded up a couple of decks of 
new cards and left the boys to their own no-trumps. 


Along the way the pilot provided, over the inter-com system, per- 


tinencies regarding the flight: weather; temperature; height; flying 
time. And while he was still over Manhattan the two stewardesses 
were busily urging their gentlemen charges to take off their coats 
and get comfortable. To insure comfort they went up and down the 
aisle handing to each man a pair of universal-size blue booties. There 
were enough seasoned Executive-travellers aboard to dispel any hesi- 
tancy among the neophytes; Tycoons almost to a man divested them- 
selves of shoes and installed hot feet into these soft, comfortable 
booties. (When you land the stewardesses will even help you re- 
insert your by-now-swollen puppies into your shoes. ‘The booties,” 
they add, ‘“‘are vours to keep.”’) 


Brain Food, Too 


Fach afternoon, before the flight leaves New York for Chicago and 
vice-versa, latest editions of all local newspapers are put aboard. The 
magazine rack boasts all of the current business publications—and 
for the benefit of the bovs in the clothing trades, Voque and Tar pe r’s 
Bazaar. 


A special added inducement to travel The Executive is the steak 
dinner which is de rigeur: steak with all the fixings. The only thing 
missing is a pre-dinner cocktail and United deplores the fact that it 
can’t, under existing laws, serve you one. 


Cigar and pipe-smoking, usually curtailed for the sake of the ladies 
on other flights, are encouraged on these. There’s even a special 
messenger service for last-minute communications. So far as United 
knows theirs are the only such all-male, regularly-scheduled ait 
flights in the country. United has been promoting the flight by news- 
paper advertising in Chicago and New York papers, direct mail 
pieces and TV spot announcements. The flights have been running 
at 8067, of capacity, or better—good by any standards for such a 
specialized operation. 


The stewardesses seemed like such old hands at the business of 
keeping men comfortable, without getting in the way, that we 
bearded one young lady and gave her a minor third degree on the 
subject. No, she said, no regular stew ardesses are assigned to the 
flights. All United stewardesses work on a rotating basis, as do the 
pilots. “Men,” she said, “are no different to work with from women,” 
she said. ‘““They may even be a little easier. More men fly, you 
know,” she added in a wonderful burst of tact. ‘““Thev’re older hands 
at it than their wives.” 


We asked her if many men refused to wear the blue booties. “If 
one of them starts, most of the others follow,” she replied. “I gen- 
erally know if a man is dying to get into a pair but feels self- 
conscious. So I always go back to such passengers after they've seen 
other men put them on. They are usually glad of an oppertunity to 
change their minds. Just like women!” 


And, she concluded, lots of men hem and haw and finally get to 
the point. “Could I have another pair—for my wife?” 


P.S. They are given the extra pair. For their wives, of course. 
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MAKE A LONG DISTANCE CALL “IN PERSON” 


It’s fine to make a long distance call, but it’s better 


to be there “in person.” Fly Capital Airlines— 


the convenient, economical way 


to get there in a comfortable hurry. J | 


Over 500 flights daiy to 75 AIRLINES 
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What keeps Farm Income 


STEADY GAINERS! ; STEADY GROWERS! 


SALES MANAGEMENT 


No moneyless months for Michigan farmers! 
Every month is market month for crops that have matured, 
for animals finished, for a full variety of by-products. 


Yes, Michigan farmers cash in the year around through 
broad diversification. What's more, they cash in big, for Michigan 
is a top third state in farm income. 


You'll cash in big, too, from the sales action of MICHIGAN FARMER. 
It’s thoroughly read because it’s the only farm paper devoted wholly to the 
Michigan farmer's interests. That makes it by far the favorite, 

read by 4 out of 5 Michigan farm families. 


MICHIGAN FARMER is powerful, economical — and offers wide coverage. 
Not many farm markets are as steady and prosperous as Michigan's. 

But, two comparable states are Ohio and Pennsylvania, served by 
home-edited papers — THE OHIO FARMER and PENNSYLVANIA 
FARMER. It will pay you to use all three. For detailed information 

write T1013 Rockwell Avenue, Cleveland 14, Ohio. 


(Percent Farm Cash Income Received Each Month) 


gay 99% 10rx 105% 10.6% 


Advertise in MICHIGAN 


Based on eight-year study of Michigan Farm 
Income—1940 through 1947 
(Government payments not included) 


THE OHIO FARMER PENNSYLVANIA FARMER 
Cleveland, Ohio East Lansing, Mich. Harrisburg, Pa 


OHIO, MICHIGAN and PENNSYLVANIA FARMER many RFD subscribers, how many non RFD. How 
are ABC publications—examined by the Audit Bureau much subscribers pay, and whether or not premiums are 
of Circulation to verify all the facts on circulation used. Where subscribers live. It will pay you to study 
How much PAID circulation, how much unpaid. How all the facts on the ABC statement. Ask for one today 
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NEW YORK 


MINNEAPOLIS 


cities in the United States have Sunday 


newspapers with larger circulations than the 


Minneapolis Sunday Tribune 
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LOS ANGELES 
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[ ; — > ...more than 620,000 
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| , MIDWEST in Minnesota 
mnaearous  {f ') ptiors North and South Dakota 


5 western Wisconsin 
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MORE THAN 620,000 SUNDAY - 485,000 DAILY 


John Cowles, President 
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COMMENT 


You Must Talk Their Language 


The ads that talk to the people in common, everyday language are 
the ones that get the highest ratings in readership studies today. They 
also make the highest number of sales. 


The new moneyed aristocracy understands one syllable words. 
Short sentences. One sentence paragraphs. 

They read and understand long advertising copy, because they are 
looking for intormation. “They don’t want to buy glamor and class 

they want to buy goods. Once they understand what you want to 
sell them, and how you want to sell it, they are going to walk in and 
buy. 


These are the contentions of M. Belmont Ver Standig, president 
of his Washington, D.C., advertising agency, who is concerned about 
the slow strangulation of America’s “class merchants.” 


M. Belmont Ver Standig had some harsh words to say to the 
merchants along Washington’s Connecticut Avenue (the Park Ave 
nue of New York or the Michigan Boulevard of Chicago). To Mr. 
Ver Standig, Connecticut Avenue ‘‘as a business street is as dead as 
the Dodo bird . . . because yesteryear’s pre-war, high-class, fashion- 
able, high-income, upper-crust aristocratic customers are dead too.” 
Most individual customers are dead physically. They, as a class, are 
dead. Their place has been taken by anew moneyed class. 


The new moneyed class may not have as much income, individu 
ally, as the patrons who drove up in 1920 Rolls Royce phaetons, but 
collectively, they have much more spending power. 


Now they're driving up in their Mercury’s and Buick’s. And they 
are driving up to stores where the broad “A”’ is not always spoken. 
Is your class merchandise tor sale only in the swank stores—and not 


where the moneyed mass now buy? 


Lack of Vision—Not Television 


Remember when television first came on the market, tavern own 
ers installed it, and bar business boomed? For a time, tavern owners 
could increase the size of the screen and their sales went up. But 
television quickly became a fixture in the home, and barroom sales 
declined. So television was a “gimmick,” not a cure for the basic 
ills of the tap room. 


“Tet’s face realities,” says R. Robert Smith, vice-president, Con- 
tinental Distilling Corp. (Charter Oak, Dixie Belle, Philadelphia 
Blended), ‘not television, but lack of vision, is killing the tavern 
business. 


“T recognize the struggle for survival has prompted some tavern 
keepers to cut corners,” says Smith. “But there’s always a right and 


a wrong way to economize! And your patrons know it.” 


Subscriber Smith illustrates his point with this story: 
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advertising dollars 
produce 43% 


MORE SALES 


$4839 


CANTON 


$3382 


> the 
Canton, Ohio 
REPOSITORY 


Families in Canton, Ohio spend 
an additional $1457, or 43% more 
than the national average on all 
classes of merchandise. Consequently, 
the advertising dollar you invest 
in The Canton Repository reaches a 
market 43% richer than the average. 
On a cost-per-sale basis, then, every 
advertising dollar invested in The 
Canton Repository does 43% more 
work. By the same token, it costs 
43% less to secure national average 
sales through Canton’s only daily 
newspaper—The Canton Repository. 
Get 43% more for your advertising 
dollars—be sure your schedule 
includes The Canton Repository: 
100% city zone coverage; 98.8% 
home delivered. 
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Survey of 
Buying Power 


A Brush+ Moore newspaper represented 
nationally by Story, Brooks & Finley 


Admiral uses Delta-CzS airFREIGHT 
to give sales drives a Flying Start 


“Real success-insurance for our precisely-timed sales and advertising drives.” 
That’s the low-down on Delta-C&S airFREIGHT you get from Traffic 
Manager Bill Curtis of Admiral Corp., Chicago, famed makers of 
television and radio receivers and electric appliances. 
“Especially when launching new models or new markets,” says Mr. Curtis, 
“it’s important that all outlets be stocked and ready when the 
advertising signals *go’. Delta-C&S airFREIGHT enables us in 
a matter of hours to plug any holes in our distribution 
pattern. Fresh stock arrives quickly and in top condition, 
Dealers are kept hustling—and customers happy.” 


How to “air’’ YOUR shipping problem: for answers to specific 
questions—or a complete shipping analysis, free—call your local 
representative of Delta-C&S airFREIGHT. Or write direct to: 
Delta-C&S Air Lines, airFREIGHT Dept., Atlanta, Georgia. 


for 
Action 
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Take the case of the customer who walked into a tavern on a hot 
day and called for a tall beer. When the drink was placed before 
him he turned to the proprietor and asked, ““‘How much beer do you 


sell a week?” 
The proud answer: ‘12 kegs.”’ 
“Would you like to double it?” asked the patron. 
“Sure,” was the bar man’s prompt answer, ‘but how?” 


“Easiest thing in the world,” replied the customer, “just fill the 


glasses!” 


To give customer satisfaction, there is no substitute for value at 
the price. The full glass of beer idea has universal application. 


What Kind of Fair Trade Manager? 


The battle to enforce Fair Trade seems to end up more often in 
the courts than in the market place. So a lawyer may appear to be 
the obvious choice for the head of a department to set policies and 
enforce thém on Fair Trade. 


Now along comes Robert C. Walton, manager, Fair Trade Di- 
vision, General Electric Co., with a counter opinion which makes 
a lot of sense to us. 


“We like to think of Fair Trade as a marketing philosophy and, 
from this viewpoint,’ Walton recently told the Sales Executives 
Club of New York and the American Fair Trade Council, “the 
Fair Trade manager should have a marketing rather than a legal 
background. 


‘A good knowledge of the actual marketing methods and practices 
ind an appreciation of retailers’ motives and reactions is very im- 
portant in this work; moreover a marketing man will find it easie1 
to secure the cooperation of the other members of the marketing 
organization which is so essential to an effective enforcement pro- 
gram. 


Isn't Walton right? The manufacturer who uses the Fair ‘Trade 
laws simply as a legal club over retailers is akin to the manufacture1 
with a monopoly patent. He tells his outlets “do as I say or I'll 
beat you into submission.” The manufacturer in that circumstance 
may obtain compliance, but he also reaps resentment. 


Legislators in most states have enacted Fair Trade laws on the 
basis of arguments advanced by manufacturers and _ retailers. So 
there is a wealth of “benefits” which manufacturers can promote 
to dealers as they promote benefits in their other sales policies. 


General Electric has worked hard since the McGuire Act was 
signed by the President in July, 1952. “We have conducted,” reports 
Walton, “5,900 shoppings in 43 states. . 


. we have sent out approxi 
mately 3,770 registered letters calling attention to our Fair Trade 
prices and asking the recipients to observe those prices.” 


\ lawyer can make a marketing approach to entorcement of Fair 
‘Trade. But a national concern, with a consistent program of checking 
on Fair Trade observance, will make thousands of contacts with 
dealers. Who is most likely to make the better approach: the lawyer 
or the marketing man? 


Further: “with a single manager who is at home in the marketing 
organization, declares Walton, “Fair Trade can be enforced.” 
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“ “Scatter-shot’ 
won't work in 
the Tacoma Market 
... we use a Rifle! ”’ 


—says W. A. Harvey, Portland, Ore. 
District Sales Manager 
LEVER BROTHERS COMPANY 


Mr. Harvey puts it this way: 


“We've found that the Ta- 
coma area is too large, too 
individual a market to sell by 
‘scatter-shot’ promotions. To 
get our share of business in 
this prosperous trading area, 
we've got to use ‘rifle’ type 
selling methods. This means 
we've got to localize our ef- 
forts, so in all our advertising 
and sales plans in the Pacific 
Northwest, we include both 
Seattle AND Tacoma, never 
Seattle alone.” 


NEWS-TRIBUNE CONSISTENTLY 
IN THE “FIRST FIFTY" LIST 
Advertisers recognize the impact of the Ta- 
coma News Tribune, according to the lineage 
reports of MEDIA RECORDS. For the first 
six months of 1953, the Tribune ranked high 
among Canadian and United States evening 
newspapers. It is one of 7 evening news- 
papers on the Pacific Coast, and one of two 
in the Pacific Northwest which appear con- 
sistently in the "First Fifty” list. Get complete 
story from Sawyer, Ferguson, Walker Co. 


Tacoma 
News Tribune 


A single order to CBS Radio Spot Sales...and 
you'll fire sales-booming salvos in 14 of the nation’s 
largest markets, using the biggest gun in each one— 


the local CBS Radio station we represent. 


We're manned for quick action. Our account 
executives (who average 8 years of active duty on 
the local station level) can tell you all about these 14 
stations, their programs and their personalities. 
Our research and promotion crews (each the largest 
in the spot field) can help you select the strongest 
availabilities for your needs, making certain you 
reach the right ages, income levels, sex, and the like. 
And you'll reach more people than you would any 
other way, because in each of these 14 areas the 
station we represent has the biggest average share 


of audience in its market, month after month! 


Whether you're invading a single market or all 14, 


you'll be in complete command when you use CBS 


Radio Spot Sales. Fire when ready, Gridley! 


RADIO SPOT SALES 


Representing these stations: WCBS, New York WARRM. Chicago 
ANX. Los Angeles—WCAU., Philadelphia WEE], Boston 

WMBR, Jacksonville WRI As Richmond—WCCO, Minneapolis-St. Paul 
WBT, Charlotte-—-W API, Birmingham—KSL, Salt Lake City 

WTOP, Washington—KMOX, St Louis- KCBS, San Francisco 
Columbia Pacific Radio Network and the Bonneville Radio Network 
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BULLS-EYES 
IN 1 TARGET 


IN THE 
GREATER PHILADELPHIA MARKET* 


BULL’S-EYE a | 
PHILADELPHIA CITY 


(| county) 


The Evening Bulletin is the daily 

newspaper with the largest 

circulation—read by 72° of families 
47% of population 


51% of retail sales 
40% of new capital expenditures 


BULL'S-EYE #2 
PHILADELPHIA METROPOLITAN AREA 


(8 counties) 


The Evening Bulletin is the daily 

newspaper with the largest 

circulation—read by 62°% of families 
83% of population 


80% of retail sales 
87% of new capital expenditures 


Shoot your advertising arrows 

at the Greater Philadelphia Market— 
each shot in The Evening Bulletin 
does triple duty! 


In the Greater Philadelphia Market 
The Evening Bulletin is the daily 
newspaper with the largest circulation 


*Sometimes called ‘Delaware Valley,” 
“The Workshop of the World,’ and 
“The New Eastern Industrial Metropolis.” 
Take your choice— it's still the 

Greater Philadelphia Market and 

The Evening Bulletin is the daily 


newspaper with the largest circulation, 


BULL’S-EYE #3 
PHILADELPHIA TRADING AREA 


(14 counties) 


The Evening Bulletin is the daily 

newspaper with the largest 

circulation—read by 55°o of families 
100% of population, 


retail sales, new 
capital expenditures 


In Philadelphia nearly everybody reads The Bulletin 


Advertising Offices: Philadelphia, Filbert & Juniper Sts.; New York, 285 
Madison Ave.; Chicago, 520 North Michigan Ave. Representatives: Sawyer 
Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
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TRENDS 


As seen by the Editor of Sales Management for the period ending December |, 1953 


ADJUSTMENT COMPLETED? 


It is a world-wide failing of individuals to be unable 
to see the forest for the trees. We get so close to our 
problems that our judgment becomes warped. Frequently, 
for example, Americans sense trends in England before 
people there are aware of them, and the reverse also is 
true, 


Right now the London Times speculates that the stock 
market predictions of a dip in business conditions “may 
have been completed in the last few weeks—an extremely 
shallow and short-lived recession. It may appear in retro- 
spect that the U.S. is already quite well advanced in a 
mild recession which will be over before the debate about 
its probability has finished.” 


As taxpayers, we are conscious of the drain on out 
pockets from the aid we give abroad—economic and mili 
tary aid—but we sometimes forget that Russia is banking 
on a business decline here and in other capitalistic coun 
tries. She hopes it will be deep enough to force the U.S. 
to go isolationist and cut off foreign aid and that a deep 
wedge may be driven between the U.S.A. and the free 
European countries. That, thinks the Kremlin, would 
be fine for communism throughout the world. 


If you're nterested in the subject of what our dollars 
have done for us in Europe, I suggest that you read the 


new book, “Fire in the Ashes,” by Theodore H. White. 
He maintains—and he backs it up with mighty convincing 
proot that we haven’t been dumb in Europe, that we 
have kept capitalism and democracy alive in that war- 
torn area, that we have stopped communism cold. Our 
basic thinking has been, and remains, that to stay healthy 
economically is the one good way to combat communism. 


The sales executive and the sales force can do even 
more than the diplomats in keeping our economy healthy. 
A recent personal letter from J. C, Doyle, Sales and 
Advertising Manager, The Ford Motor Company, and 
Chairman of National Sales Executives, Inc., puts it this 
way: 


“The return of a buyer’s market imposes a heavy 
responsibility on all whose job it is to keep. goods and 
services moving in greater and greater quantity to the 
American consumer. Essentially, our responsibility is to 
encourage a confident, optimistic psychology on the part 
of American industry and the buying public. We must 
step out and stimulate new demand so that the tremend- 
ous productive power of our economy can be maintained 
and expanded. 


“What this means, as we see it, is that America’s sales 
forces, using all of the tools and techniques of aggressive 
merchandising at their command, must stimulate this 
very real potential demand and convert it into sales. 
Because of the fundamental connection between adver- 
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Congress will attempt next session—to find out why. 
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fising expenditures and volume sales, we at Ford will 
place continuing, if not increasing, emphasis on adver- 


tising in our mass selling efforts. 


“Tt is our belief that our economy is far from meeting 
the needs and wants of the American people, and further 
st 1] from over-strete h ng the consumer's dollar. 


WHY CONSISTENCY PAYS 


Most of us at times are carried away with the “lasting 
alues” of our own words. An advertiser gets up what he 
onsiders compelling copy, runs it a few times and then 
sits back to reap the rewards. He finds it hard to believe 
that not all readers of a publication will see his ad, o1 
that those who do see it will fail to act on it at once. 


Some organizations, for example, are too prolific in 
ideas. Long before one idea has had a chance to sink tn, 
it is discarded for a new one, the assumption being—and 
quite cockeyed—that potential customers have seen and 
evaluated the first one. Or they are consistent during the 
Spring but stop promoting in the Summer. 


In the editorial mail during the past week, two letters 
came in which point a moral for all advertisers. 


A Chicago subscriber asks us to advise him on the name 
of an automobile-leasing service which at one time used 
the pages of SALES MANAGEMENT for advertising. He 
says, “We have noticed that the advertisement has not 
been in recently. The proposition they had to offer very 
much impressed us at that time, and we should now like 
to look into it. 


Another subscriber, this one from upper New York 
State, had noticed the advertising, some years back, of a 
company that specializes in incentive pay programs and 
sales contests. Until this fall the subscriber hadn't been 
the least bit interested in sales contests and of course did 
not get in touch with the advertiser. Now he is interested, 
but the advertiser isn’t to be found. 


These remarks aren’t a solicitation to SALES MANAGE- 
MENT advertisers and prospects, except very incidentally. 
The principle involved concerns every advertising medium 

but particularly all advertisers who fail to observe the 
cardinal rule of frequency and consistency. There's just 
no tellina u he na prospect is going to he interested. 


CORPORATE CHRISTMAS GIVING 


Purchasing Magazine has surveyed purchasing agents 
on the acceptabilty of Christmas gifts. The general con- 
sensus—they are acceptable if the motives behind them 
are clearly based on friendship rather than bribery. 


Only 9% said that gifts are absolutely prohibited in 
their department. 

42% indicate that acceptance of gifts is dependent on 
the judgment of the department head. 

19°6 say that gifts are permitted within certain limits, 
and 

300% that there are no limitations. 

62° report that their own companies distribute gifts 
to customers, 
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3 of the respondents distinguish between gifts, and 


advertising or promotion items. 
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HANG THE EXPENSE 


So much for the serious side today. Now we're going 
to reprint, with permission of the author, excerpts from 
Stanton Delaplane’s column in the San Francisco 
Chronicle on certain aspects ot the alwavs ntriguing 
“swindle sheet.”” While he is talking about editorial ex- 
pense accounts, the points are equally applicable to the 
sales department. 

New expense forms have come to my house to play 
Expense forms are the rules in a wonderful gam 
The game is vou try to prove that $10-a-day is the normal 


sum you always spend on taxis. Management tries to trip 
you up. 


"Where are the receipts?" they say. 
"Philadelphia taxis don't have meters,” you say blandly 


This sort of loose-ball technique goes through the whole 
operation. It is fascinating and more fun than draw poker. 

As a sort of check rein, management issues new account 
sheets at intervals. In theory, these are to improve book 
keeping. Actually of course, they are just a new obstacle 
course 

My new forms list all sorts of interesting things. How do 
I intend to spend this glue which I am beseeching in ad 
vance? What do I estimate the cost of dinners? Taxis? 
Hotels? Air fares? 


We have filled in all these guessing games. Now I find 
a space at the bottom. Labeled: “Remarks.” 


Well, sir, you do not catch me there. I have no remarks 
to make. It is when vou start making remarks that vou fall 
over your expansive feet. 


Under remarks I have simply typed 
"May heaven bless Your Worships, for your Christian charity.” 
Many of my journalistic colleagues cannot resist open space 


for “remarks.” There is something about white space. It 
cries out to be filled with glowing prose. 


They explain at length the high prices of tips these days. 
They speak mysteriously of “contacts” that must be made. 
At some cost, I am a veteran. Leave the white space white. 
Make no remarks. 

We are not in the literary business at this moment. What 
we are after is the lettuce. Silence is golden. 

I have a system myself. Worked out over a good many 
years of second-guessing the accounting department. I put 
down the expense item. I add 10 per cent for shrinkage and 
10 per cent more for safety. 


I have a catch-all item called “car hire.” And another 
called simply “information.” After all I use a good deal of 
information in my dodge. You think information is for free? 


Mr. George Sessions Perry, the Saturday Evening Post 
writer, has an odd method of expense. It is the most simple 
I ever heard. 


“I keep my money in my left hand pocket and the com- 
pany’s money in the right,” he told me. 


When Mr. Perry makes a purchase, he considers whether 
it is his expense or the company’s. Then he dips into the 
correct pocket. 


"But George,” | said, ‘since you are right-handed, don't you 


more normally reach into the company's kick than into your own?” 


Mr. Perry just looked pained. He said he had many prob- 
lems and I was shaking his confidence in his own system. 


Under “remarks” though I will put nothing. 

This is nothing remarkable. | simply have nothing to say. 
And if my integrity and such is questioned, | have only one 
remark that | can think of at the moment. 


“Who, me?" 


Accounting departments, please note. 


PHILIP SALISBURY 
Editor 
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that all eight Booth Michigan 


newspapers are published in markets 
rated by Sales Management Maga- 
zine as “‘High Spot’? Markets? 


Booth Michigan Newspapers are 
not only far better than average 
editorially and mechanically, but 
they are also located in far-above- 
average markets economically. 


R.O.P. Color 
available in the 
Grand Rapids Press 
and the 

Saginaw News. 


+ MUSKECON 
SACINAW .« 


CRAND RAPIOS 


AH. Kuch 
110 E. 42nd Street 
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"MEDICAL" PROOF: Lorillard salesman makes smoke test of Kent vs. “your 


brand” before doctors at American Medical Association convention in New York. 
This was one of 53 doctors’ meetings this year at which Kent men showed the 


relative effectiveness of cigarette filters. 


TV PROOF: Jonathan Blake demonstrates the 
“difference” to millions every Sunday night on 


“The Web" over CBS-TV. 


Proof-of-Difference Program 
Pays Off for Kent Cigarette 


The Formula: Create a new cigarette with a new filter. 


Prove the filter's worth in a test any smoker can make. 


Launch it soundly through market-by-market development. 


Back it with solid sales, promotion, advertising efforts. 


The Result: Lorillard's latest is now a lusty contender. 


P. Lorillard Co. first proved what 
garette could do... and 
then went to work to help smokers do 
their own proving. 

The promotion of 
paid oft: 

In the 19 months since Kent was 
first introduced, millions of people 
have smoked billions of this new 
brand. Publicly, the Lorillard people 
simply say that Kent’s reception has 
been the 


ifs new 


“proof” has 


“most enthusiastic of any 
new brand ot cigarettes in 40 years.” 
But privately they admit that Kent’s 
sales progress has been greater than 
any new cigarette has ever AC hieved. 

Ihe Lorillard people should know. 
Through 193 years—or more than 
half of all the 369 years since Si 


24 


Walter Raleigh introduced to white 
men the plants of the genus nicotiana, 
or tobacco—they have been persuad- 
ing successive generations to smoke, 
sniff and chew scores of preparations 
of them. 

Today, the tobacco industry's 
largest-selling products are cigarettes 

of which Americans now consume 
some 400 billion units annually. 

To burn all these plants the ciga- 
rette-makers spend quite a sum for 
sales and advertising. And because all 
cigarettes look a lot alike (and may 
even be thought to taste alike) many 
makers range far into the realm of 
fantasy to distinguish theirs. 

In their products they have even 
found certain curative properties: 


One cigarette is kinder to your T 
Zone. Another boasts a hygroscopi 
(moistening) agent that won’t bat a 
rabbit’s eye. Still other producers put 
TV performers in white coats and 
stethoscopes. These earnest individ- 
uals report “no adverse effects to the 
nose, throat and sinuses,”’ from smok- 
ing Dopoes or Asphyxiates. 

But the facts remain that ail to- 
bacco contains nicotine. Indeed, nico 
tine is the reason why we smoke. It 
offers release and relaxation—a_ nip, 
if you will, of Nirvana. If it didn’t, 
we wouldn’t smoke at all. 

Kent contains nicotine, but rations 
it. For the “one in three smokers” 
found to be especially susceptible to 
nicotine and tars, Kent smoke comes 
into your mouth filtered through a 
mineral substance called Micronite. 
Lorillard people say Micronite is so 
effective it cou/d give you air through 
a burning cigarette purer than that 
around you. But because you still 
want to smoke cigarettes, Kent settles 
for removing “considerably more nico 
tine and tars than other filter ciga 
rettes.”” 

As a sales factor in cigarettes all 
the “filters’’ together are still rela 
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Look at this test 


before you smoke another cigarette 


you de ely 


and the " 


Kent ** 


PROOF AT POINT-OF-PURCHASE: A recent magaz'ne spread pictured salesman J. |. O'Hara 
showing customers of the Davis Pharmacy in Ridgewood. N.J., how they can reduce their intake 
of tars and nicotine, by smoking Kents. All 600 Lorillard salesmen double as "smoke testers.” 


WINNING PACKAGE: Fred Sergenian, art director of Young & Rubicam points to the design 
selected from more than 40 packages developed for Lorillard's latest. Fifty names were 


considered before Kent was selected. 


tively small... but growing. 
Between 1933 and 1952, while the 
nation’s population was rising 26%, 
domestic tax-paid consumption of cig- 
arettes nearly quadrupled, from 112 
to 397 billion units. To this total 
various types and brands are contrib 
iting. But whereas, two decades ago, 
three brands—Camel, Lucky Strike 
and Chesterfield, in their present sales 
sold about 85¢@ of all cigar- 
ettes, these three today do about 65%. 
Lewis Gruber, vice-president and 
sales director of Lorillard, recently 
told the National Association of To 
bacco Distributors that the average 
distributor now carries 54 cigarette 


orde1 
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brands. In three years the number of 
brands selling more than eight billion 
units each annually has risen from 
seven to 12. Gruber noted that “with 
in the past yeal alone, at least 10 
new and fast-growing brands have 
been put on the market by major 
cigarette producers.” 

Some of the comers are king-size. 
In addition to the separate king-size 
brands, such as American Tobacco’s 
Pall Mall, which now may rank 
fourth among all brands in unit sales, 
such “standard-size” brands as Ches 
terfield, Philip Morris and Loril 
lard’s own Old Gold have added the 


longer version. In 1952. king-size 


brands are said to have sold 77 bil- 
lion units, or almost 20¢ of the in- 
dustry total. 

By then filter-tip cigarettes had 
reached five billion units, or 1.30 of 
total. But this year their share may 
reach 5%. In fact, tomorrow's best 
sellers may well be combined king- 
size filter-tips. 

Alleged “filters” of one type and 
another have been used here for a 
generation or more. But they have 
progressed faster in Europe, where 40 
or more brands are now sold. In 
Switzerland today filters 
more than half of all cigarette sales. 

Only a dozen filter brands are now 
being sold here. Until recently this 
field was dominated largely by Ben- 
son & Hedges’ Parliament and 
Brown & Williamson’s Viceroy. 
(Benson & Hedges may soon be 
acquired by Philip Morris.) Some 
others are du Maurier, Gem, Hale 
and the new L&M of Liggett & 
Myers, which uses a cellulose filter. 
Viceroy has become king size and 
Parliament is testing it. Thus far 
Kent has done well 
“Standard” 70 mm. length. 

In fact Kent is setting a new pace 
for all Lorillard products. 

Lorillard has a wide line. The 16 
“leaders” are five cigarettes, fout 


represent 


enough at 


smoking tobaccos, three cigars and 
three chewing tobaccos. (No more 
snuff.) The widely-promoted prod 
ucts, however, are Old Gold, Em 
bassy and Kent cigarettes and Muriel 
cigars. 

Steadily, cigarettes take a larger 
share of the company’s growing total. 
Of $214.5 million volume in 1952, 
8307 —or $178 million—was in cig- 
arettes. In 1953 cigarettes may reach 
870% —or perhaps $217 million of an 
over-all volume of $250 million. 

The company reaches back to the 
year 1760, but it’s leaders are plan 
ning for 1960. The atmosphere at 
119 West 40th St., Manhattan, may 
seem somewhat sedate. (An ancient 
cigar store Indian waits with vou in 
the reception room on the executive 
floor.) But the men in the big offices 
step lively. 

In an annual progress report for 
1952, P. Lorillard Co. told 28,000 
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Thinkers and Doers 
in the Debut 
of the New Kent: 


shareholders that sales of their prod 
ucts had risen 14% from 1951. Net 
profit, after taxes, was only $5.7 mil 
lion, yet this was 11% more than the 
$5.1 million of the year before. Last 
December 31, the shareholders owned 
assets of $160.8 million—the largest 
iten of which was $110 million in 
inventories of leaf tobacco. (One evi 
dence of growing faith in ability to 
sell more volume tomorrow may be 
found in the fact that leaf tobacco 
inventories last year rose nearly $22 
million, or about 6007 faster than 
before.) Working capital 
stood at $81.3 million. Earned sur 
plus reached a record $29.4 million. 


the year 


Over the pictures of 13 men ap 
pears the legend: “To manage wisely 
. to look 


rm ‘ 
These precepts guide 


‘ . to inspire steadily 
ahead clearly: 
your board of directors in admin 
istering the affairs of your company.” 
All but three members of the pres 
ent board are active executives of the 
company. Long Lorillard’s leading 
spirit — chairman for the last vear, 
president for the previous decade 
is Herbert A. Kent. Others are Wil 
liam J. Halley, Krank 


president ; 


Hopewell, executive vice-president ; 


the 4 ps directing — sales ( Lewis 
Gruber), manufacturing (Joseph J. 
Blacknall), leaf purchases (Irvin H. 
Peak), and ( Alden 
James); the directors of research 
(Dr. Harris B. Parmele), purchas 
ing (Frederick M. Walson), and 
brand development (Harold F. 
a emple). 

In the last two years nearly all of 
these 10 have moved up a notch o1 


advertising 
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MASTERMINDS OF “PROJECT 7-11": Herbert A. Kent (right) chairman of Lorillard's board, 
led the board of strategy in launching the cigarette. Others, left to right, are Frank Hopewell, 


executive vice-president; Lewis Gruber, vice-president and director of sales, and William 


J. Halley, president. 


two, Meanwhile, under President 
Halley, younger men are being added 
to management in various functions. 
From Chairman Kent down, Loril- 
lard is sales-minded. Kent himself 
started in sales. Three directors 
Hopewell, Gruber and Temple— 
have concentrated on sales. All 10 
play a part in strengthening older 
brands and launching new ones. Kent 
tells shareholders: ““Through modern 
selling and merchandising methods, 
your management looks confidently to 
the future.”’ The sales force is “com- 
posed of merchandising specialists . . . 
equipped to serve the best interests of 
1.3 million retailers who handle our 
products. .. Advertising is a top man- 
agement function. Because a substan- 
tial expenditure is involved (est 
mated at more than $9 million annu 
ally for all products) our first care 
is to see that it is invested wisely. 
Every major advertising move, wher- 
ever possible, is scientifically pretested 
under actual market conditions.” 


Lorillard Moves Ahead 


Against an industry decline in sales 
of standard-size cigarettes in 1952, he 
reports, Old Gold expanded for the 
. While entire 
king-size volume gained 54°, Em 
bassy moved ahead 8007. . . And in 
its first nine months, last year, Kent 
made greater progress than had Em- 


fifth consecutive vear. . 


bassv in any of its first four years. 

Medicos warn about the suscep 
tibility of many smokers to tars and 
nicotine, and the need for effective 


filters. Ills blamed on tobacco range 
from coughs to the black plague. 

Last July 4, for example, the 
Journal of the American Medical 
Association carried an article by Dr. 
Morris T. Friedell, Chicago, on 
“Effect of Cigarette Smoke on the 
Peripheral Vascular System,” or near- 
by blood vessels. He concluded: 

es there is a 33% alteration of 
radioactivity (blood volume) — in 
women when a standard cigarette is 
smoked, as against 19% alteration 

. in men. 

“The principle of filtration of to- 
bacco smoke is probably a good one 
and should be used by both men and 
women,” 

Although Lorillard cannot pro- 
mote the fact that Kents were used 
in Friedell’s comparative tests, it is 
distributing to doctors 10,000) ab 
stracts of his article. 

And in a consumer folder for dis 
tribution at stores—which also shows 
how to make your own smoke test 
the company cites findings of “‘a lead 
ing research organization”: Skin tem 
perature otf “sensitive smokers smok 
ing ordinary leading filter cigarettes 
dropped an average of six degrees 
Fahrenheit. The same smokers smok- 
ing Kents showed no noticeable tem- 
perature drop St 0. we 

Behind Kent is a story of forward 
planning and thorough development 
dating back to 1947, when Herbert 
Kent and his crowd started looking 
in earnest tor an effective filter. No 
American nor foreign filter then be 
ng sold could “remove more than a 
slight amount of tars and nicotine.” 
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PLANNER: Harold F. Temple, director of 
brand development, helped form the step- 
by-step plan to get Kent bought, promoted 
and sold by some 500,000 stores. 


\ 400% removal was the desired 
minimum. 

The company’s expanding research 
department, under Dr. Parmele, stud 
materials. A search 


machinery. No ma 


ed many filter 
was begun tor 
chinery of the type the company 
making filter cigarettes 
could be found in this country. Also 
required was a package. 
This ruled out the recessed-tip filter 
because this must have a hard box, to 


wanted tor 


sott-type 


prevent the tip from breaking off. 
Eventually, the 
found n europe. 
In 1950 Lorillard learned that a 
certain material used for filtering air 
n atomic energy plants had been de 
classified. This mineral, improved for 


machines were 


cigarette use, was found to eliminate 
two-thirds of tars and nicotine. The 
ympany registered its name as Mi 
cronite. 
However important and desirable 
t may be, a filter is an “accessory,” 
like Hvydra-Mati rive on a car. 
Consumers still want a good smoke. 
From hundreds of grades of the four 
basic ( igarette tobaccos Burley, Vir- 
ginia, Maryland and Turkish—Loril 
lard contrived the combination which 
finally became Kent. (Its salesmen 
break off the filter and 
igarette w thout it.) 
Instead of being “roped,” the filte: 
“interleaved” with the 
carrier fiber. It works out in alternate 


urge smokers 


to trv the ¢ 
material s 


rows of three lavers of Micronite and 
two carriers, 


The produc ts 
very hush-hush. So was the ordering 


development was 
of machinery from Europe to produce 
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PROMOTER: Alden James, vice-president 
for advertising, put the “proof” to work in 
hard-hitting advertising in newspapers, mag- 
azines, radio, TV, direct mail and p-o-p. 


it. Probably not more than a dozen of 
the 6,000 people who work for Loril 
lard knew about Project 7-11. The 
numbers, of course, symbolized good 
luck. 

The first marketing date was set 
for the spring of 1952. 

In the fall of 1951 Young & Rubi- 
cam was appointed agency for the 
new cigarette. (Lorillard’s other 
brands are handled by Lennen & 
Newell. ) 

The company and Y&R set out to 
find a name. From a list of 50—some 
of which had been considered for 
Embassy—emerged Kent. In addition 
to being the name of the Chairman, 
explains Brand Development Directo: 
Temple, Kent is “short and easily 
remembered. Also, it suggests qual 
itv, without being too British.” The 
fact that Kent already was being used 
for clothing, hairbrushes and othe: 
things did not keep Lorillard from 
registering it. 


Designs Package 


Then came design of package, la 
bels, boxes and containers. More than 
forty different packages were devel- 
oped—the colors ranging through the 
rainbow before an all-white with 
black lettering was chosen. 

In January 1952, just two months 
before first consumer announcement, 
orders were placed for labels and 
various containers. Even then Project 
7-11 was still a quite-tight secret. 

But instead of taking first cautious 
steps in smaller markets, it was de 
cided to launch Kent simultaneously 


in New York, Chicago and Los An 
geles. By then there was no doubt that 
Lorillard intended to go all out with 
the new brand, The three metropoli 
tan markets were chosen because filte1 
cigarettes already 
them. They were logical 
costly and 


were accepted in 
although 
complicated — “testing 
areas.” 

Lorillard’s sales organization em 
braces 600 men. Nearly all of them 
handle all products except 
which are sold by a separate group. 
They are directed through 90° di 
visions, 15 field and four regional 
managers. The regions are’ East 
Coast, Northern States (Maine to 
Wisconsin), Midwest (Canada_ to 
Cjulf), West Coast. 

Consumer advertising was set to 
break on Wednesday, March 26, in 
double-page spreads in all general 
dailies of the three markets. The 
headline: “New ... Micronite Filter 

Greatest health protection in 
cigarette history.” The 
supported by point-of-purchase ma 
terial, would run for 10 weeks. 

Karly in March, the New York, 
Angeles district 
managers met at New York head 
quarters. Executives told them Kent's 


cigars, 


campaign, 


Chicago and Los 


story to date and gave them copies 
of a step-by-step “Distribution Plan” 
for the product. (These first copies 
Harold “Temple had 


longhand. Even secretaries of execu 


written in 


tives were not yet in-the-know on 
Project 7-11.) The managers were 
to relay marketing, merchandising 
and advertising procedures verbatim 
to their men. Lorillard wanted to 


(continued on p. 106) 


Now 
Alex P. Lewyt 
Confounds 


His Marketing Friends cron 


BY HARRY WOODWARD 


On January | 
Chris J. Witting 


Becomes President, 


Westinghouse Radio ie 


_oND T _— 
QoUNP sae CL ‘age aie Jet 


HIN Col Made News 


Coast-to-Coast 


% 


Says Lewyt: “Air con- 
ditioning growth has been 
spectacular, but it is only 
in its infancy." 

Why, then, does Lewyt 
go back to hiding his 
marketing light under a 
bushel? 


Background for a presidency: 
Accountancy 
Show business 
Broadcasting 


“We obeyed the law!" 
declare the girls. “Every 
car that passed us was 
speeding." 

What was the purpose 
of their trip? 
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After more than 60 years as a contract manufacturer, Lewyt 
Corp. started cracking the vacuum cleaner business wide open 


after the war. The guy who did it is the promotion-wise Alex 


Lewyt who got tired of hiding his light—or his company’s 


under a bushel and promoted the Lewyt name so unceasingly 
that “Do it with Lewyt’ has become almost as famous as ‘a 
stitch in time... .”’ Lewyt has just formed ‘Tywel (spell it 
backwards) Manufacturing Corp., Brooklyn, N.Y. ‘T'ywel will 
make room air conditioners for sale by other concerns. Why 
doesn’t Lewyt market them himself? ‘We're close to No. 1 in 
the vacuum cleaner field—and getting closer. ‘Vo diversify 
would scatter our shots. And it would bitch up our distributor 
organization. Why do that?” 


Up he goes ... again. Chris J. Witting, who became director 
of the Du Mont ‘Television Network and three Du Mont 
owned-and-operated stations only four years after he went to 
work for them, has done it once more, He’s just been named 
president of Westinghouse Radio Stations, Inc., wholly-owned 
broadcasting subsidiary of Westinghouse Electric Corp. Wit 
ting, who looks like what radio audiences imagine announcers 
should, didn’t begin his career in radio or TV: He began with 
the solid old accounting house of Price, Waterhouse. ‘There 
he gained a broad experience in installing operating systems and 
internal procedures for the company’s clients. It wasn’t antil 
the war that he got into the field in which he’s shown his dust. 
Leaders in the entertainment world turned to Price, Wate: 
house tor help in setting up Camp Show—through which show 
business worked with USO. Witting drew the assignment, 
loved it. After the war he operated his own accounting firm 


for a while. But Du Mont snagged him. He’s been there since. 


Dorothy Mignault, left, an attorney and management consul 
tant and Claire Emory, a radio broadcaster—aided and abetted 
by Hudson Motor Car Co.—have just made a coast-to-coast 
auto junket and proved, they insist, that men are the worst 
drivers! ‘The girls, traveling in a new Hudson Super Jet, made 
the non-stop trek using Hudson's Safe Driving Check List 
prepared by trafic experts, scoring as they went. ‘Since we lett 
San Francisco,” says Dorothy, “we marked every driving 
offense as we saw it occur, whether committed by a man or a 
woman. In each of the 20 offenses (on the card) men were 
way out front in violations.” ‘The girls originally approached 
Hudson with the idea of using a Hudson to break its 1916 
Super Six endurance run by racing drivers. Hudson decided to 
have them work as they went. Since the trip the girls have 
been racing up and down the East Coast (but driving carefully, 


you know) lecturing men and women on safety. 


Eight Manufacturers Team up in 
Big Store Party Promotions 


THE PHOTOGRAPHS 


GUESTS LOOKED AND TASTED at 
the end of the morning session de- 
voted to how to stage an informal 
buffet, and how to give a teen-age 
party. (Top, left.) 


EACH PARTY IDEA has its own 
special table setting. This one in- 
cludes products of four of the spon- 
sors: Gorham silver, Imperial glass- 


ware, Matouk tinen, and Lenox china. 
All get into the act. 


SIXTEEN HUNDRED WOMEN at- 
tended the two-day party show in 
Richmond. Party expert Dinah Grace 
spoke from a stage where all appli- 
ances and other props were arranged 
for swift ‘'scene-changing” from one 
“Act™ to another. 


7 he SO al sCason in and around 
Richmond, Va., should be a merry 
one this year, thanks to the depart 
ment store, Miller & Rhoads, and a 
group of eight manufacturers, spon 
sors of a two-day “How to Throw 
a Party” show on November 3 and 4. 

Sponsors were the makers of items 
used in the demonstrations: General 
Electric Range, Refrigerator and 
Sink Center; Harkerware; Lenox 
China; Waring Blendor; RCA 
Phonograph, Records and Tape Re 
corder; Imperial Glassware ; Gorham 
Silver; Matouk Linens. 

Applying the “how-to-do-it” prin 
ciple to entertaining, the show was 
conducted by Dinah Grace, party- 
giving expert. Emphasizing the ‘‘easy- 
does-it” idea, pre-cooked frozen foods, 
the can opener and labor-saving elec- 
trical appliances were much in evi- 
dence in the morning and afternoon 
sessions of the two days. 

The show (the same on both days) 
began at 11 a.m., with Act 1: “How 
to stage an informal buffet. in 22 min- 
utes,” and was followed by Act II: 
“How to give teen-age parties that 
scintillate.”” The afternoon session, 
beginning at 2:30, consisted of Act 
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Ill: “How to set up a complete 
Samba* party in 19 minutes,” and 
Act IV: ‘How to give a gala dinner 
party for six in 36 minutes.’”’ With 
extra chairs set up in the store’s Old 
Dominion Room, the 250 regular 
seats were augmented to accommo- 
date 1,650 over the four sessions. 

The event was one of a series of 
group-sponsored shows conducted un 
der the guidance of Store Events, 
Inc., geared to the do-it-yourself 
theme. Earlier in the year a one-day 
“How to Give a Party” show staged 
at Strawbridge & Clothier’s, Phila- 
delphia, drew an attendance of 1,100 
women. Among other stores to stage 
similar promotions are Sanger Broth- 
ers, Dallas, The Emporium, St. Paul, 
Z.C.M.I., Salt Lake City, and Car 
son Pirie, scott, Chi iyo. 

These packaged shows follow the 
same pattern. Their success depends 
largely on their smooth running 
which is insured by careful planning, 
down to the most minute detail. A 
feature of each presentation is “racing 
igainst the clock,” with the audience 
participating in the timing, and their 
interest whetted by the ringing of a 
bell every five minutes; a double ring 
\ clock with 


a large dial is used as a prop in all 


signals that “time’s up.” 


show s. 

The plannine for the Miller & 
Rhoads show (like that of others in 
the series) began weeks in advance, 
with instructions listing the store's 
responsibilities. For example: 

Provide adequate space for Party 
Show and a minimum of 250 seating 
capacity. A straight-backed seating 
arrangement is best because it is flex 
ible enough to allow standing room 
n the rear and on sides. 

Display sponsors’ products on all 
tables approaching the stage. 

Promote, through signs telling time 
of show, and with pictures of Dinah 
Grace; with signs in china, glassware, 
silverware, appliance, furniture de- 


partments, etc.; table tents in store 


*Canasta-type card game. 


restaurants; two windows on main 
street frontage (showing all sponsor 
products) ; use minimum of half-page 
newspaper advertising space, plus 
teasers ; distribute invitations as state- 
ment enclosures or package inserts. 
Have employes attend a_ briefing 
meeting on the morning preceding the 
first show. Have sales personnel wear 
Party Show advisor buttons. 
Another example of good planning 
was the furnishing of a blueprint to 
the store for arrangement of kitchen 
furnishings, appliances, on the audi 
torium stage, and the reminder that 
suitable electrical outlets must be 
provided. Since four parties were to 
be staged in relatively small space, it 
was important to have the supplies 
for each set aside on a special shelf 
in the refrigerator, and to have the 
required props set aside and in readi 


ness. 


Why the Party Plan? 


For example, the teen-age ‘Ho 
bo” party was held on the kitchen 
side of the platform. The supplies 
requisitioned were simple: six ban 
danna napkins; six plastic plates; six 
plastic glasses ; dinette type table with 
plastic top. Decorations: knotted 
bandannas on stick, fresh fruit in 
basket—red and white color scheme. 
Space was provided for basket with 
rolls and = frankfurters. ‘lhe third 
shelf in the refrigerator was allotted 
to the party makings: 12 frankfurters, 
2 quarts of milk, 6 bottles of root 
beer, fresh fruit. In the storage cab- 
inet for this group there was a bottle 
of A-1 sauce and a bottle of mustard 
(for the frankfurters); a pound of 
sugar and a bottle of vanilla, to go 
into that teen-agers’ delight, the 
“Banana Smoothie.” 

In contrast to the simple supplies 
for the Hobo party, there were the 
fairly elaborate supplies for the Gala 
Dinner; canned chicken gumbo, 
sherry, olives, frozen peas and frozen 
fish for a casserole. For a Harvest 
Buffet meal there were a baked ham, 
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endive and French dressing tot 
salad, mince pie, ete. 

Some of the tips given by Hostess 
Dinah Grace included: “Have a 
theme for your party. . . Take advan 
tage of all electrical appliances. 
Use precooked and frozen toods 
whenever possible. . . Plan in ad 
vance.” The products of participating 
sponsors were used in a logical and 
natural manner—in the preparation 
of the food, in the table settings, o1 
in entertainment features. 

For example, early in the act, Mrs. 
Grace would point out the RCA 
portable tape recorder and mention 
it, saving, “All you have to do with 
this one gadget is to switch this little 
button.” Then she would go on to 
her other duties. About 25° minutes 
later she would return, saving, “Now 
you remember, ladies, when we were 
talking about the RCA tape recorder ? 
Well, listen!” As she switched an 
other control, the beginning of the 
last 25 minutes’ proceedings would 
be played back to the audience. This 
demonstration of the potentialities of 
the device as a party item (for re 
cording entertainment, presentation, 
speeches, etc.) evoked hearty applause. 

At each session a ‘How-to-Give-a 
Partv’ booklet was given free to 
members of the audience. In three 
colors, 20 pages, the booklet gives 30 
party ideas, recipes, menus, games, 
etc. It also lists the sponsoring hosts 
and tells of the help their products 
provide in entertaining “the modern, 
easy way.” It merited special mention 
in Miller & Rhoads’ half-page news 
paper advertisement of the show. 

Door prizes were awarded at each 
session “as a token of appreciation by 
the store and sponsors of the show,” 
in return for the audience’s filling out 
questionnaire cards headed “Please 
tell Dinah Grace about vour parties.” 
The 19 questions included several on 
ownership (and age) of appliances. 
For example: Does vour present 
sink have a dishwashing unit? Do 
vou have a blender? Mixer? What 
appliances do you 


small electrical 


have? 


IT'S A TREND... this idea of a group of manufacturers getting together to 
sponsor a joint promotion. Participants in the How to Throw a Party" show 
—appearing in a number of big stores — are: General Electric appliances, 
Harkerware, Lenox china, Waring blendor, RCA phoriographs, records and 
recorders, Imperial glassware, Gorham silver and Matouk linens. 
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A GRACIOUS GIFT 
FOR THE 
FAVORED FEW... 
THIS x 


v\3 


: 1.00 0 
AMIEL DISTIE nw | 
. 


o 


the famous Tennessee whiskey 
that is charcoal-mellowed 
BEFORE it goes into barrels. 


BY CHOICE: 90 PROOF 
Black or Green Label 


JACK DANIEL DISTILLERY 


Lynchburg, Tennessee 


Behind this story: 


The “How-to-Give-a-Party” promotion described in the 
is one of a series of 50 or more Party Shows presented in major department 
stores by Store Events, Inc., New York. The Party Show is itself one of six types 
produced on a series basis by this organization. Each show is sponsored by a 
group of manufacturer-clients and is a “package presentation,” put on without 
charge to the store, though it must assume certain obligations, 


Most of SEI's shows now “on the road” are of the do-it-yourself type. In addi- 
tion to the “Party” events, there are a Slipcover and Drapery Clinic, a Sew-it- 
Yourself Fashion Parade, a Plastic Show, a Do-it-Yourself Floor and Wall Show, 
and a Gift-Wrapping Show. Among their sponsors: G. F. Heublein & Brother; 
Consolidated Trimmings Corp.; Covington Fabrics Corp.; Glamorene, Inc.; The 
Hoover Co.; McCall's Patterns; Pfaff Sewing Machine Sales Corp.; Plastics Mfg. 
Co.; Simplicity Patterns; Polaroid Land Cameras; Hallmark Gift Wrappings. 


SEI grew out of the experience of Mike Goldgar, the president, when he ran 
a slipcover and drapery clinic at Macy's last year, chalking up an attendance of 
9,000 women, The interest shown by manufacturers in various fields convinced 
Goldgar that a group of manufacturers, through cooperative sponsorship, could 
send out road shows that would be welcomed by both the stores and the public. 


accompanying article 


Other questions referred to linens, 
china, glassware. Still others: Have 
you ever tried ready-mixed cocktails? 
Have you a record player? Do you 
own records: Classical? Semi-Classi- 
cal? Popular? Also included were 
questions designed to determine how 
the respondent learned of the show 
whether by radio, mail, television, 
newspaper advertising or through a 
friend. There was also space for tell 
ing whether or not the guest has a 
charge account at the store, for tell 
ing which of the four acts she pre- 
ferred, and for name and «address. 

The information on the cards is of 
interest to the store and to the spon 
sors of the show. The stores use the 
cards first—in Miller & Rhoads’ case 
to write letters to those who attended 
the show and to invite them to come 
to see examples of the merchandise 
demonstrated. Eventually the cards 
are returned to Store Events (the 
organization handling the packaged 
shows) for tabulation, for the benefit 
of sponsors and stores. 

At Miller & Rhoads, the prizes 
included an RCA Album of the 
Broadway show, “Me and Juliet” 
(music from which was played dur 
ing the ‘‘gala dinner’); and three 
full-length books entitled, ““How to 
Entertain at Home.” 

Though the party shows are norm 
ally given at a store on two succeed- 
ing days, Dinah Grace spends three 
days in the city, devoting the first to 
final preparations for the stage per 
formances. It is on this day that she 
checks to see that all equipment and 
supplies are in readiness. She also 
holds “briefing” meetings with the 
sales personnel of the departments 


whose products are to be featured. 

On this day, too, she makes per- 
sonal appearances and gives interviews 
to the press, and on radio and tele- 
vision. For example, in Richmond she 
was interviewed on Nov. 2 (the day 
before the shows started) on WTVR- 
TV and radio station WRNL, and 
by the Richmond News Leader. That 
the Dinah Grace approach is news- 
worthy is indicated by the headlines 
of the News Leader story, ‘Twenty 
Two Minutes Called Ample to Fix 
Party,” and that of the Richmond 
Times Dispatch: ‘‘Can Opener Cook 
Shows You How.” 

Sponsors tie in with the shows in 
various ways. For example, there was 
a special Waring 
products on hand in the housewares 
department of Miller & Rhoads on 
the two days of the show. Inquiries 
from the show regarding the Waring 
Blendor were directed to the house 
wares department for demonstrations. 

The Miller & Rhoads staff was 
enthusiastic from the start, and this 
undoubtedly had much to do with the 
success of the show at the store. (The 
idea for bringing it there had come 
from Mrs. Dais Beene, china and 
glassware buyer.) 

Commenting on the show, Ken 
Allyn, Miller & Rhoads’ Special 
Events Manager, said, “This was one 
of the most completely planned and 
best integrated promotions I have ever 
seen. I am enthusiastic, and hope to 
have the Party Show back.” 

After December, during which no 
promotions will be run, the “How-to- 
Throw-a-Party” show will run in six 
tv cities between January and June. 

The End 


demonstrator for 
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Our Powerful New Transmitter 

Atop The Empire State Building 
Now Blankets 

The Metropolitan Area 


The Best Television Buy For 
Advertisers In This Market 
WATV's New Transmitter means. . 


¢ Anew station on the dial in millions of homes. 

¢ An increase in audience at no increase in cost. 

@ Television at a price you can afford. 

¢ Availabilities on top-rated programs. 

¢ The time to establish your franchise is now. 

PHONE: BArclay 7-3260 . . . in New York 

Mitchell 2-6400 . . . in New Jersey 

WATVYV TELEVISION CENTER 


Newark |, New Jersey 
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Daily Incentive Plan Fattens Pay 
For Unionized Driver-Salesmen 


Extra sales are credited daily. Yesterday's sales never 
apply on today's base. The men receive incentive pay 
monthly in the presence of each other. They are paid union 
driver's wages. Salesmanship is the plus in earnings. 


Based on an interview by Elsa Gidlow with 


HENRY E. PICARD * Vice-President & General Manager 
San Francisco Brewing Corp. 


The nine-year sales development 
polic y of san Brewing 
San Francisco, whose pre-Vol 
stead parent company dates back to 
1868 and “steam beer’ fame, demon 


Fran isco 


Corp 


strates that union membership of the 
men who drive the trucks need not 
frustrate management in its sales de 
velopment program. 

The brewery sells direct within San 
Francisco County using a crew of 22 
driver-salesmen to contact retail a 
counts. Five branches account for 10 
additional driver-salesmen. 

Outside of the San Francisco ter 
ritory, the retail trade is contacted 
by Burgermeister distributors in Cali 
fornia, Arizona, and Nevada. The 
brewery averages 87 distributors (a 
few of whom also handle an eastern 
beer along with Burgermeister) who 
employ an average of six salesmen 
each. The incentive program applies 
to Burgermeister men only. 


In addition to its driver salesmen 
the brewery’s San Francisco sales of 
fice has four straight salesmen; a large 
part of their 
driver-salesmen. 

An important adjunct to the gen 
eral sales department is the point- 


function is to help 


department, 
which has in the field 12 men who 
Northern and Southern Cali 
fornia. ‘These men drive light panel 
trucks which are loaded with Burger- 
meister display material. ‘Their job 
is to call on every retail beer account, 


of-purchase advertising 


covel 


whether or not they are customers 
of the brewery, and to place point-of- 
purchase advertising. “They are not 
out to sell. They take no orders. 
Their sole function is to put up suit 
able display material. 

Why does San Francisco Brewing 
aim at developing sales-mindedness 
in its drivers, rather than permit them 
to handle deliveries while straight 


company’s growth. ‘ 


San Francisco Brewing Corp. 


In 1944, the San Francisco Brewing Corp. was rated a minor brewery. 


That year Henry E. Picard, vice-president and general manager, 
initiated the production, distribution and selling policy (see SALES 
MANAGEMENT, “Brewer Wins New Lease on Life By Killing Private 
Brands,” September 1, 1950, p. 42) which laid the foundations for the 


Sales have climbed steadily—from 3,321,190 cases in 1946, to 11,337,- 
803 in 1951, to last year’s high of 13,312,238 (a 27.3% gain for 1952 over 
1951.) Total 1952 dollar sales: $32,886,904. 


The company has 650 employes in its San Francisco brewery, and 
an additional 1,650 are employed by the Burgermeister distributors in 
California, Arizona, and Nevada. 


salesmen do the selling? 

“The driver-salesman,” Henry E. 
Picard, vice-president and general 
manager points out, “calling on the 
retailer every week as he does, with a 
purpose—to make deliveries—becomes 
better known in a short time. 

“He has the opportunity, through 
helpful and considerate treatment of 
the dealer, to win his confidence. 

“He has the privilege of going 
into the back room—one not quickly 
accorded the salesman who drops in 
to sell, and without fuss or special 
effort he can keep watch over the in- 
ventory observe how our mer- 
chandise is moving, how much ts on 
hand, if a re-order is indicated, and 
what amount. 

“Tf there its 
causes real or imaginary, he can im- 
handle the complaint, or 
management 
levels if it is beyond his scope. 

“So, week by week, he has the op- 
portunity of serving as the company’s 


dissatisfaction tor 


mediately 
pass if on to higher 


representative and, on its behalf, of 
developing a close and friendly rela- 
tionship.” 

How does the management assure 
itself of a crew of men capable of 
achieving this kind of relationship? 
The answer is the company’s program 
of selection, training, guidance, in- 
centive, through a bonus, and ad- 
vancement. 

‘The men selected appear capable of 
development. Obviously, they must 
meet basic requirements for drivers. 
After that, what is looked for is the 
composite of qualities which Picard 
sums up as “Salesmindedness,”’ and 
a pleasant personality. 

Executives who work with unions 
may point out that, under union con- 
tract, hiring may present complica- 
tions. Picard agrees that union coop- 
at this point is particularly 
essential, and adds “The ones we 
work with give us this cooperation, 
fully and willingly. In fact, I believe 
I can honestly say they send us the 
best men they can find. They do this 
because they know from past experi- 
ence that we will do everything we 
can to make it worth-while for these 
‘nicked’ men to do their best with us. 
They know that we can and will offer 
advantages over and above the usual 
run of driver-salesmen jobs.” 

A man engaged for this work is 
chosen for his potential as a Burger- 
meister sales representative. ‘We 


eration 


SALES MANAGEMENSs 


You can sell 
anything 
in America... 


but at what cost? 


Some ideas of special interest 


to manufacturers of consumer durables 


whose mounting sales costs 


threaten profit margins 


There was a time when a manufac- 
turer with a fair-to-middlin’ product 
could build a profitable sales volume 
just by telling a helluva lot of people 
about it over and over again. Came 
competition. Came higher operating 
costs. loday, for many, unit sales 
costs must be re duce d. Selective selling 
and selective adv rtising are indicated. 

So, isn’t it possible that the manu- 
facturers of certain types of consumer 
durables, like home appliances, could 
learn something from the tried and 
proved marketing and advertising 
methods of industrial equipment 
manufacturers? After all, many home 
appliances are to the home owner 
what plant equipment is to the fac- 
tory owner. And the manufacturers 
of plant equipment have never known 
the relative ease of getting business 
through mass-market promotion 
techniques. They've always had to 
learn where to aim, how to aim, how 


to make it pay out. 


These things are Standard Order 
of Procedure to the experienced 
industrial marketer: 


1. To investigate the various markets 
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for each product in order to identify 
and cultivate the best prospects in 


the most fertile felds. 


a lo apply a ruthless, realistic cross- 
examination to all available media 
so as to ferret out those which accord 
the best coverage of the best pros- 
pects under the best auspices 
product by product and market by 
market. 


3. lo uncover the true conditions to 
be met in each field in terms of pros- 
pect viewpoints, prejudices, confu- 
sions and practices which might cue 


the best sales and advertising ap- 


proaches for each product in each 


field. 


4. ‘lo use all available devices to co- 
ordinate advertising, merchandising, 
sales promotion, distributor and 
dealer tie-in and publicity in order 
to squeeze the last thin dime’s worth 
of value out of every dollar of adver- 


tising expenditure. 


5. To address most of the advertising 
to those prospects who have an in= 
t 


terest at the time 


advertising that 


tells them clearly and unequivocally 
what-they want to know about per- 
formance, range of application, sizes, 


prices, availability, delivery, service. 


6. To illustrate and describe products 
in ways that will help prospective 
purchasers to see the advantages of 
the product to them. (There's a big 
difference between merely stating fea- 
tures and telling what the features 
mean to the wser.) 


7. ‘lo make full use of all forms of 
product literature that might apply 
profitably—catalogs, bulletins, hand- 
books, instruction manuals, informa- 


tive labels, article reprints. 


8. lo work pe rsistently and unceas- 
ingly for improvement in every de- 
tail of sales approach, copy, media, 


merchandising. 


It ain’t easy! 
These methods and techniques, 
which are all in the day’s work to the 
trained industrial marketing man, 
are a pain in the neck to most adver- 
tising men who’ve been brought up 
in the consumer yoods field. In the 
past, many manufacturers. have not 
found it necessary to dig that hard 
or think that hard or work that hard. 

Maybe, for many, it isn’t neces- 
sary today. But we can’t help won- 
dering ~ aren’t some manufacturers 
of consumer durables beginning to 
ask themselves: 

“Could the judicious application of 
tested and proved industrial marketing 
techniques help us move more of our most 


profitable items at lower unit sales cost?” 


THE 
SCHUYLER HOPPER 


COMPANY 
12 East 41st St., New York 17, N. Y. 
LExington 2-3135 
MARKETING * ADVERTISING 
SALES 


“Advertising that sells by helping people buyf” 
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make it a point,” Picard emphasizes, 
“never to refer to these men as truck 
drivers (which they are not) but as 
driver-salesmen, with the stress on 
the second half of the designation.” 

The psychological effect of this em- 
phasis is reinforced throughout subse 
the-job training. It is a 
learning-by-doing process. 
New men are briefed on the brewery’s 
poli \ Ale approat h. 
minded of the need for courtesy and 
neatness. Comfortable, dignified dark 
blue uniforms are provided. The ob 
jective: to make the men look 
feel like Burgermeister sales 
sentatives. 

The drive: under the 
supervision of the city sales manager, 
who is their direct superior. He talks 
with then each day as a group or 
individually. Out on the job the sales- 
men work with driver-salesmen. They 
coat h then accompany 
they call on accounts, 
trouble shooting 
handle the 


arise. 


quent or 


gradual 


z hey are re 


and 
repre 


salesn en are 


them when 
assist them in 
teach them how to 
varied situations which 
Through field contact, and daily 
checking in and out 
stant supervision. 


they receive con- 


“The training process is gradual,” 
Picard points out, ““We don’t expect 
to develop salesmen overnight. When 
we recognize, from his attitude and 
performance, a man with outstanding 
sales-mindedness he is earmarked for 
more special training and challenges 
of his capabilities and initiative.” 


$92.10 Per Week 


The driver-salesmen understand 
from the start that promotion lies 
ahead for them if they prove them 
selves. ‘Their capabilities are meas 
ured by the results they obtain. An 
interesting bonus plan provides the 
daily incentive for the necessary ef 
fort (as against the long-range incen 
tive of advancement) and also serves 
as a measure of the effort expended. 

All of the 
wage rate of $92.10 per week pro- 
vided in the contract with Bottlers 
Union, Local 896, AFL. In addition 
(and entirely outside of the wage 
agreement) the brewery offers the 
men a specific sum for each case of 
Burgermeister sold by them above a 
daily quota. 


nen res elve the base 


The men are credited with extra 
sales on a daily basis; the previous 
day’s sales are not carried over. There 
is no weekly, monthly, or longer- 
range bonus program, no cumulative 
build-up. The advantage of this plan 
in providing continuous incentive is 
clear: A man who has had the energy 
or the good fortune to make a good 
sales showing one day is less likely to 
slacken off during the rest of the week 
if he is credited each day for his 
efforts. 

‘The objectives are not set too high. 
Each man earns some bonus money 
almost every working day. Each new 
day presents him with a new oppor- 
tunitv—either to regain lost ground 
or to better a previous good record. 

Although bonus money is credited 
daily, it is paid monthly, by a check 
separate from wages. It is distributed 
in the presence of the group; each 
knows what the other has earned 
as a bonus. Separation of the bonus 
check from the regular wage check 
has psychological value: ‘The men are 
less likely to take it for granted, to 
consider it part of their guaranteed 
wage. It becomes the monthly 
dence of each man’s capability 


evi- 
and 


LOOK WHAT “LOOK” SAYS ABOUT 
ad SOUTH BEND, IND.! 


OR 
AVERAGE FAMILY INCOME F 


Nobody, but nobody, beats South Bend on average family 
1ES 
LEADING CIT 


income. Now “Look Magazine” has published some facts and 
figures which say it again (How Does Your Income Rate?” 
ouTH BEND, IND. .- $4349 Oct. 20, 1953). The $4349 average family income in South 
8 > 4219 send is higher than that of any other major city in the 


4106 


$, N.Y. *. 
VOUKER es ted country! Every one of these families reads the South Bend 
SACRAMENTO, 4084 


ye Tribune. W rite for free market data book,’Test Town, U.S.A.” 


4002 
FLINT, MICH. Th r 
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- Cribune Fee 
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“This is the way we buy in the Growing Greensboro Market!" 


~~ 


SATISFYING 700,000 APPETITES three times 
per day is big business in the Growing Greensboro 
ABC Market in the South’s No. 1 State... . In 
1952, food purchases in the Greensboro ABC Mar- 
ket exceeded $129-million—1/5 of North Caro- 
lina’s entire food bill! .. . In many other spending 
a cag eR em merchandise, drugs, and fur- 
niture-household-radio — the Growing Greensboro 
ABC Market pulls more than its load in purchases, 
with 1/6 of the state’s 4,000,000 people accounting 
for 1/5 of North Carolina’s sales ... If you want 
to raise the curtain on a series of sell-out perform- 
ances of your goods or services, the place is the 
Growi reensboro ABC Market, the time is now, 
... And the audience will be delivered by the 100,- 
000 daily circulation of the GREENSBORO NEWS 
and RECOR 


eee 


The only medium with dominant coverage in the 
Growing Greensboro ABC Market, and with 
selling influence in over halt of North Carolina! 


Greensboro 
News and Record 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


Sales Management Figures 


achievement as a salesman. By com- let’s see what you can do over here. prove themselves. 


his bonus checks he is able 
to assess his monthly progress. 

The watches the daily 
above-quota achievement of each man. 
If he falls behind, the matte: 
with him and an attempt is 
made to help him by analyzing the 
possible reasons for his failure to gain 
ground rapidly enough. If the failure 
becomes chronic a salesman will be 
sent out with the man to try to help 
him to overcome his difficulties. 


paring 
company 


is dis 


4 ussed 


Sometimes territories are changed, 
so that a good man is placed in a ter- 
ritory in which a less effective pro 
ducer has been working. A different 
territory often stimulates the lagging 
producer to effort. And the 
good man, if the situation is intelli- 
gently presented to him 
the shift as a challenge. 


renew 
will accept 


“Mutual confidence and respect be- 
tween man and management will as 
sure that such assignments are re- 
ceived in the right spirit,” Picard 
maintains. 

The shift of a good produ er into 
a poorly producing territory is @x- 
plained in this way: 
wonderful 


“You've done a 
iob where you are, Now 
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It’s a challenge to the less success 
ful producer too. If he continues to 
make below-average quotas in a tet 
ritory where someone else has done 
better it becomes evident to the man 
himself that he has to improve to 
correct faults, or to increase effort. 


Psychological Incentive 


Published praise is also used as psy 
incentive. The brewery’s 
house organ is mailed to employes’ 
homes. It is read by the men’s wives 


chologi al 


and families. Achievements of indi 
vidual driver-salesmen are commented 
on, spec ial records are cited, and pro 
motions are noted. 

In the nine years that the program 
has been in effect many 
have 


driver-sales 
into the 
point-of-purchase advertising depart 
ment. From that testing ground they 
may prepare themselves for advance 


men been promoted 


ment to branch managerships, as va 
cancies occur or as new branches are 
When they learn of 
promotions and how they are earned, 


created, these 


other driver-salesmen are anxious to 


“We have had men who were 
anxious to be moved into a poor ter- 
ritory so that they could show what 
they could do,” Picard says. 

What has this program achieved ? 

First, good labor relations, without 
which no sound and enduring sales 
policy can be built. 

Next, ambitious men are attracted 
to the company. 

The department has 
turnover (in itself an 
achievement ). 

The men are happy about the daily 
incentive bonus plan. 

Some of the driver-salesmen main 
tain consistently higher records than 
others, as in every sales organization, 
but all Burgermeister driver-salesmen 
become sales-minded. This creates a 
better relationship between San Fran- 
cisco Brewing and the retailer; the 
retailer believes that he is dealing 
with a higher typg of individual than 
he finds among representatives of a 


little 
important 


sales 


organizations who 
call on him. The men look and behave 
like salesmen and, as a result, handle 
their with authority 
and responsibility. The End 


number of other 


accounts 


more 
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“Lost Sale" Quiz 


for Name Plates Ihe popular ‘Sales Manager’s Bird Cage” becomes “Lost Sale’ Quiz. 
that help sell! Now your salesmen have the opportunity to analyze each sales situation 


and to compare the reason they select with the answer given by William 


G. Damroth and Frans Weterrings, management consultants specializing 


> oa in sales problems. 
“Lost Sale” Quiz applies to any product or service, and industry or 
protession. Several companies have requested special adaptations of the 
i | 


cartoons and text for sales situations in direct selling, detailing, and 
retailing. 


In Sates MANAGEMENT December 15: ‘Fast Talking Fred... the 
high-pressure hawk.” 


An: you satisfied with “Lost Sale" Quiz #17 


your product's identification? Sales and 
advertising men know how valuable a 
sparkling name plate can be. Let us help 
you create standout identification that 
reflects your product's quality— marks 
it for more sales. Send a rough sketch 
or blue print for design suggestion and 
quotation. Write for your copy 
of “Ktehed or Lithographed 
Metal Products of Quality” 
with full color examples of our 


name and instruction plates. 


CHICAGO THRIFT—ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Il!., Dept. J 


SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND. 
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FORT WAYNE 


Indiana's 
“GOLDEN ZONE” 
Market 
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Recommended Nationally 
For Test Campaigns 


As a market for test campaigns 
SALES MANAGEMENT issue of 
November 10 shows Fort Wayne as 
one of the “most recommended 
cities in the nation. Fort Wayne 


ranks 
- LAZY LAMBERT 


among all cities in the midwest 
in the 75,000 to 150,000 population the Dawdling Dodo . . . postpones his first call till ten-thirty and 


group! . 
and prematurely ends his day at four. 
among all cities in the nation in 
the 75,000 to 150,000 population he lost the sale because +i 
group! i 
on . « « his boss got to the phone first. 
imong all cities, all sizes, in the 
nation! 


. . « he wasn't with the prospect. 


Complete Merchandising Cooperation . » « he was too relaxed to write a 
Write for new “GOLDEN ZONI sales letter. 
Market Book 


T ; Ww INTINE 
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Fort Wayne, Indiana 


Represented nationally by _— 
the Allen-Klapp Co © 1953 William G. Damroth & Co 
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Which advertiser makes it 
easier for prospects to 
buy his products? 


One advertiser is gambling on the “sign off” in his advertising. He leaves 
it up to prospects to hunt for his dealers. 

The other advertiser, Eastman Kodak, is taking no chances! They cash in 
on their advertising by telling prospects how to find Kodak dealers — in the 
convenient ‘yellow pages’ of the telephone directory. 

This company uses Trade Mark Service. Prospects, looking for their prod- 
ucts, easily find the trade-mark displayed in the Classified under Photographic 
Equipment and Supplies. Names, addresses and telephone numbers of local 
dealers are listed under the trade-mark. 

Trade Mark Service localizes national advertising and helps produce more 
sales. It turns prospects into buyers before they cool off or accept substitutes. 
Are you making it easy for prospects to find your retail outlets? 


For further information call your local telephone business office or see Standard Rate and Data (Consumer Edition), (A) 


Why call it a “mean” nest egg? 
gg 


Profile of the Typical Sales Executive 


SM throws a barrage of questions at subscribers—every- 
thing from whether they breed goats up to their ability to 
pay this month's grocery bill. Here's what they tell us. 


BY PHILIP SALISBURY 


Editor, Sales Management 


Last month you celebrated your 
45th birthday and currently your in- 
come is running at the rate of $18,- 
300 annually. You are not exactly 
wealthy but if you cashed in on all 
of your belongings you could dig up 
$50,700. Don’t look now—but that 
sales executive in the brown suit, 99th 
down the line from you, is a million- 
aire and in between are 15 others 
with a quarter million and up. 

These assumptions about you are 
approximately correct if you are the 
average SALES MANAGEMENT sub- 
scriber. The deductions come from 
an analysis of a 12-page question- 
naire called, ‘‘Do You Breed Goats?” 
which was mailed in mid-September 
to every fourth subscriber in the 


40 


home offices of manufacturers, serv- 
ice organizations, exclusive importers 
and non-local transportation systems. 
In addition, to get a sampling of 
branch and district managers, one 
such name was selected for every 10 
home office subscribers. 

You apparently relished the oppor- 
tunity of telling about yourself in 
return for an opportunity to check 
yourself with others, for the return 
from the mailing was in excess of 
30°. In view of the caliber of the 
respondents and the length of the 
questionnaire, this is believed to be 
an all-time high in returns. 

While the median income is $18,- 
300, the mean or arithmetic average 
is almost double that amount—$32,- 


600 to be exact. Forty-five percent 
of respondents have a personal an- 
nual income from all sources in ex- 
cess of $20,000 and one subscriber 
in every 10 earns over $40,000. 

‘The mean average of the subscrib- 
ers’ personal net worth is likewise 
almost double that of the median— 
the median $50,700; the mean $83.,- 
500. For the benefit of those who 
find the words “median” and “mean” 
a bit confusing the difference is this: 
The median is a middle figure. In 
the case of net worth a median of 
$50,700 means that half of the peo- 
ple have a net worth less than that 
figure and the other half have a net 
worth which is greater. The mean, 
or arithmetic average, is determined 
by adding up the dollar figures quot- 
ed in all of the answers and divid- 
ing that sum by the number of re- 
spondents, and it shoots up with our 
subscribers because 1% are million- 
aires and 16% are worth a quarter- 
million or more. 

Most of you SM subscribers make 

or sell—a product, and classify 
yourselves as follows: 
36% 
32% 
32% 


Finished consumer goods 
Goods for industry use 


Both 


SALES MANAGEMENT 


' Br" 


‘ 
“a me ‘ 


A good golfer—when he isn’t playing with customers. 


It is a 2-to-5 chance that you are 
a director of your company (38% 
of subscribers are on the Board) and 
a l-out-of-5 chance that you are a 
director of another company or com- 
panies (21% are). 

Where do you fit in the age 
bracket? The answers bring this 
picture: 


Under 30 
30 to 39 
40 to 49 
50 to 59 


60 and over 


Last year you spent 76% of your 
time in your homie city and 24% 
traveling. In other words you were 
away on a trip one week out of four. 


By a very slight margin—52% vs. 


48° >—you are traveling 
business today than a year ago. 

At least for the longer trips you 
prefer commercial planes to any of 
the other transportation, 
and the median average for airplane 
traveling was 19,500 miles. In ad- 
dition, assistants and salesmen under 
your direction rang up another 51,- 
200 miles of commercial plane travel. 

‘Take any typical group of 20 
SALES MANAGEMENT subscribers and 
you'll find that one has a_ private 
plane, while two others do much of 
their traveling in a plane owned and 
operated by their employing company. 

You direct a sales force of 30 men 
(the arithmetic average is 46) but 
you expect to expand that force dur- 
ing the coming 12 months. Sixty-two 
percent of SM’s subscribers say their 


more on 


torms oft 
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This is called a “flop-over” presentation. 


sales forces will be larger next year; 
only 2% forecast a decrease, while 
36% say “no change.” 

Of course, breeding goats is the 
least of our worries, but we used that 
as the title of the questionnaire be- 
cause we thought it would be a good 
attention-getter and because it sym 
bolized the editors’ desire to know 
more about the business and personal 
activities of our readers. 

It wasn’t any great surprise to 
learn that the breeding of goats is 
not a major avocation among our 
readers. Statistically the figure is triy 
ial—only 0.6667. 
off-hour forms of relaxation are: 


The more popular 


Golf 
Reading 
Cards 


Cadillacs are handy for carrying P-o-P material. 


Fishing 
Just plain loafing 
Home workshop 
Gardening 
Photography 
Hunting 
Collecting things 

like stamps and coins 
Farming 
‘I he ponies 


One subseriber it of every 50 
has taken up oil painting. The 
breeding of birds, and animals other 
than goats, was mentioned frequently 
as applied to bird dogs, ducks, Siam 
ese cats and Angus cattle. 
Other hobbies include: 
trains, sailing, horseback 
church work, sports car 


electric 
riding, 
racing, fly- 
tropical fish, in 
radio “hamming,” 
fox-hunting, training and exhibiting 
horses, travel 


ing, tennis, MUSIC, 


venting, amateur 


skeet, archery : thea 


ter and, of 


ourse, sor ial dr inking. 


Sales Managers Are Joiners 


A Rocheste: 
breed “but plenty of beef 
cattle,” while a Camden subscriber 
says, “No goats for me but one mem 
ber of the firm 
ducks.” A reader has 


three avocations mentioned, we feel, 


executive doesn't 


goats, 


does. I go for 


Cincinnati 


not necessarily in order of importance, 
as “sing, drink, while a 
Kansas City makes the 
very honest admission that in his off 
hours he does “Whatever the wife 
tells me to do around the home.” 
Anothe 
are typical 


women,” 
subscriber 


thing about you—if you 
is that you are gregari- 
ous and belong to several clubs or 
associations. Membership was indi 


cated as follows: 


Sales executives club 
\dvertising club 
Chamber of Commerce 
Industry association 
Luncheon club, 
like Rotary 
College club Z 
Golf or yacht club +5 
Parent-Teacher or othe: 
civic improvement groups 35 


these club 
responsibilities in 
with their membership; 
51% are officers or committee mem 
bers. 


Slightly over half of 
members accept 


connection 


Ninety-seven percent of you sales 
executive readers have a sales force 
which, all or part, uses automobiles 
for sales travel. The median av- 
erage of salesmen using cars is 17. 

When asked what are the (up to 
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3) makes in number, the 


answers show: 


greatest 


Ford 

Chevrolet 

Plymouth 

Buick 

( \ldsmobile 

Dodge 

Pontia 

Chrysler 

large number of 
American salesmen travel around in 
Cadillacs, no less. 


A surprisingly 


Salesman-ownership of these cars 
is found most frequently. Salesmen 
own all the cars in 55% of the com- 
panies; most of them in 84%, some 
in 120% and none in 250. ... The 
company owns all of the cars in only 
15% of companies; most of them in 
7%, some in 15%. . . . In 7% of 
the companies all of the cars are 
leased; most of them in 30, some 
of them in 8%. . In 57% of the 
companies the employer buys the lia- 
bility insurance. 

What kinds of tools do the av 
erage company provide for its sales 
men? ‘The answers show: 
Dictating equipment 
Portable typewriters 
Recording equipment 
Cameras 
Sample cases 
Portfolios 


Visual selling aids can be an asset 
to most salesmen, but it is still the 
exceptional company which provides 
them. When asked what types of 
visual selling aids are used by their 
salesmen, the respondents answered: 


Motion picture projectors 16% 
Slide film projectors 20 

Stereo viewers 13 
Flop-Over presentations 37 
Miniature models 19 


‘Trailer exhibits 4 


Catalogs are issued by 68¢6 of the 
companies and about evenly divided 
between bound and loose-leaf. About 
half of these are under 50 pages and 
half over that figure . . . 4400 of 
companies these 
nually; 406% “when 
16° have other plans. 


catalogs an 
needed” and 


issue 


As the sales force increases and 
as we get further into a “hard sell” 
period, sales training assumes greater 
importance. “Tools for sales training 
are used as follows: 


Sales manuals 
Projectors 
Blackboards 


Visualizers 


One of the most important trends 
in sales executive circles is the as- 
sumption of greater responsibility in 
deciding what products are to be 
made and the materials to be used, 
and the design and materials for the 
package. 

EFighty-one 
made major package or product de- 
sign changes since the war and 61% 
contemplate such changes within six 
months. Twenty-two percent have 
made recent basic package material 


percent of you have 


changes, such as glass to plastic, 
to cellophane, etc. 

The sales department has an active 
voice in determining materials used 
in the product in 58 out of every 
100 companies, while the sales execu 
tive works on the design of the prod 
uct in 83 of the companies, and 
materials for the 


paper 


on design and 
package in 79%. 

In today’s complex business life, 
top management frequently calls on 
outside organizations for help. Dur- 
ing the past year, 200% of you em 
ploved a consulting management or 
engineering firm and 170¢ a market 
research firm. 

You had an important voice in se- 
lecting 73°) of the management con- 
sulting firms, 80° of the market re- 
search firms and 68% of the adver- 
tising agencies. 


About Agency Relations 


That advertising is regarded as an 
important sales tool is shown by the 
fact that 880% of the companies rep- 
resented on the SM subscription list 
use the 
agency and + out of every 
changed advertising agencies 
the end of World War II. 

What do you, as a sales execu 
tive, want from the advertising 
agency? Respondents were asked to 
3 advertising 


ad\ eT tising 
10 have 
since 


services of an 


rank (1-2-3, etc.) the 
agency services considered most help- 
ful. On a weighted basis, the an- 
swers show: 


Creative ability 
Merchandising 
Media selection 
Dealer aids 

Public relations 


Security for the future is fast -be- 
coming normal and accepted in Amer- 
ican industry but the last stronghold 
of “rugged individualism” has been 
the sales force. Many a company 
gave protection to office and factory 
employes long before the sales depart- 
ment was recognized, but the re- 
sponses indicate that as of today the 
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Says a Cleveland advertising agency (name on request): 
“Your one-paragraph editorial mention of our client's 
booklet resulted in 482 inquiries. Nearly five hundred 
inquiries strikes me as very good ... but maybe in 


Practical Builder it’s just par for the course.” 


~ li 


PRACTICAL 
BUILDER 


leads ‘éHteriglly 


We've been in the publishing business 
a good many years; so we are not overwhelmed by our own 
importance. Yet now and again something happens that makes us feel good 
inside... that makes us feel right about the fare we give 
our readers. For instance: reader inquiries for more information on building products 
described in ONE issue of practical huilder totaled 82,487. We may be 
wrong; but we believe this is an | all-time record for reader-response 
to any single issue of any | business magazine. As one 
PB advertiser put it:“Only a magazine} that’s really read could command 


such response.” Yessir, when youre in PB yowre in... 


¢ 


... Of the light 
construction industry 


© INDUSTRIAL PUBLICATIONS, INC., CH 


Why one 
advertiser 
spends 75% 
of his budget 
in one 
newspaper 


When A. L. Simmons, president of 
Simmons Tours, starts talking shop 
most travel people stop, look and lis 
ten. Al Simmons’ own experience goes 
back 40 years. His firm has been selling 
travel ever since Sitting Bull sat on 
Custer in 1876 


And Simmons Tours has been a con 
sistent advertiser in The New York 
Times for nearly four decades 


“During the last few years we have 
increased our advertising space con 
siderably says Al Simmons. “This 
has been paralleled by the large in 
crease in our volume of business 


‘Since 75% of our advertising budget 
into The New York Times, you 
take credit for three-fourths of 
increase 


oes 
can 
this 


“The Times is truly the ‘Bible’ of 
potential tourists, as well as travel 
agents through whom our largest vol 
ume of business originates. You may 
be sure that your great newspaper will 
always receive at least three-fourths 
of our budget for advertising.” 


Successful travel selling depends on 
reaching people with better incomes 

people who not only want to go 
places, but do go, and spend more in 
doing it 


Which is just another way of describ 
ing the plus purchasing power of the 
hundreds of thousands of New York 
Times families. Their ability to buy 
more, to buy more often, what they 
see advertised in The New York Times 
is the reason sales-smart advertisers 
have made The Times first in adver 
tising in the world’s first market for 
34 years. 


The New Pork Times 


BOSTON 
SAN FRANCISCO 


NEW YORK CHICAGO DETROIT 


OS ANGELES TORONTO 
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insurance benefits are provided for 
the sales force as follows: 


Group life insurance 
Pension 
Retirement 


While it may not be proper to 
label alcoholic beverages as a ‘“‘sales 
tool,” yet it cannot be ignored as a 
meaningless entity. When asked 
whether readers purchase alcoholic 
beverages for gifts to business asso- 
ciates, ‘clients, etc., 40% said “yes’ 
but the number doubled to 80% 
when applied to “for business con- 
ventions, sales meetings, etc.” 

Do you specify a brand? Or do 
you take what the bartender or ban- 
quet manager puts out? 

Fifty-three percent of you say you 
do specify a brand, and the five top 
choices in order of mention are: Cana 
dian Club, Old Forester, Johnnie 
Walker, Black & White and Haig 
& Haig. 


Preferred Hotels—Why? 


What makes a hotel good so fa: 
as personal travel of sales executives 
is concerned? Readers were asked to 
check the they 
most important, and the leaders were: 


factors considered 


Convenient location 92% 

Accuracy and fairness on 
reservations 

Reasonable 

Name and prestige 

Modern design and 
furnishings 


rates 


Superior cuisine 

Charge account privilege 

Adequate private meeting 
rooms 

Friendship with 
management 


When asked, “Looking back over 
the hotels where you didn’t feel you 
were well treated, what particular 
criticism would you offer?” the ma 
boiled 


jor gripes can be down as 


follows: 


Poor handling of 
reservations 

Poor service 

Rudeness and discourtesy 

Dirtiness 

Unfriendliness 

‘Too complacent 

Poor food 

Poor furnishings 


You were asked about housekeep 
ing tools—the office equipment. Sixty- 
five percent said you had an im 
portant voice in office equipment pur- 
chases during the past year. 

The convenience of electronic dic- 
tating equipment brings the 


usage 


figure up to 54% of readers, while 
59% use 5.6 additional dictating 
units for persons in their department 

84% of respondents use calcu- 
lating machines in sales control or 
analysis. 

On the subject of business gifts, 
you report that your company spent 
last year on company-paid gifts for 
business associates, customers, pros- 
pects and suppliers a median average 
of $2,250 and a mean average of 
$3,540 . . . you approved or selected 
such gifts in 84 out of every 100 
companies, and when asked, “From 
what you know now of plans for 
1953, how will such business gifts 
compare with 1952?” the answers 
indicate an increase in 30% of com- 
panies, a decrease in 17% and ‘about 
the same” in 53%. 

Again—if you 
had 4.3 meetings or conventions dur- 
ing the past 12 months where you 
brought in out-of-town salesmen, dis- 
tributors or dealers, with a total at- 
tendance (median) of 139. You held 
these meetings in various places 
hotels 58%, office or plant 45%, 
other places 9% (total in excess of 
100) because of multiple answers). 
One such meeting out of every 7 was 
held in a resort city. 

Dollar cost of these meetings for 
transportation, hotels, 
speakers and entertainers, props and 
exhibits averaged (median) $14,000. 
In 65% of the cases you made the 
final decision on the city for the sales 
convention, and the final 


on the hotel in 72%. 


you are average 


restaurants, 


decision 


Reading for Profit 


In addit’ 74% of you had 2.9 
booths or other exhibits at trade as- 
sociation shows or conventions for 
which you laid out $5,300 median 
and $8,700 mean. 

You do your reading of SM in 
a variety of places, including the 
‘“‘ohn,” but most of it as follows: 


Office t 
Home 
Trains, planes, etc. 


And in addition to this magazine you 
are a regular reader (at least every 
other 1.9 other magazines 
devoted generally to business. Of 
these the most frequently mentioned 
types, in order of mention, are (1) 
general news publications including 
the “management group,” (2) retail 
trade publications in a vertical in-, 
dustry, (3) magazines devoted largely 
to production problems, (4) maga- 
zines other than SM which specialize 
in some form of selling activity, such 
as advertising. The End 


issue) of 
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D7. goes to restaurants / 


\ tS billon dollars worth of food and beverages is consumed outside 


the home each year. 52% goes to restaurants which derive the bulk of this business 
from meal sales. This, by far, is the biggest and most important part of the 

entire institutional market. RESTAURANT MANAGEMENT, edited exclusively for more 
than 30,000 successful restaurant people, offers the quickest and most 


logical way to tap this growing industry 


1953 


Analysis of the Food Service Industry — From the 
most authoritative sources available, the 
Ahrens Publishing Company has compiled and 
analyzed the ‘on-premise food purchases and 
sales’ of all types of feeding establishments in 
the U.S. Included are estimates showing the 
total number of food service units in the coun- 
try, and their total on-premise food sales. 


AHRENS PUBLISHING COMPANY, INC. 


71 Vanderbilt Ave., New York 17, New York 
201 No. Wells St., Chicago, III. 


This four page, easy to read and understand 
chart can be of invaluable assistance to sales 
and advertising executives who are engaged in 
planning advertising and marketing strategy. 
In addition, the folder gives the number of 
meals served daily and which type of establish- 
ments make up the “heart of the market.” 

A copy is yours for the asking. Why not 
write today? 


publishers o/ 

Restaurant Management, Hotel Management, 
Restaurant Equipment Dealer, Hotel World Review, 
Travel America,Guide, Frozen Food Age. 


TOTAL CIRCULATION 
SINCE 1946...NEWS 
MANAGEMENT WEE 


Of the total seven-year gains 

for all four magazines, 43% went 
to “U.S.News & World Report” 
alone (and with the most voluntary 


of circulation methods)! UP 200,298 


gusines> 


Wee a 
up 80,392 


America’s outstanding business leaders 
consistently vote “U.S.News & World Report” 
the magazine most useful to them in 
their work, the magazine in which —. las 
they place the most confidence. | ¢ 
For current reports on how important Al er an NOW MORE 
people read and rate the six major (4 
news and management magazines, call 
+ OF write our advertising office, ‘ 
3 Rockefeller Plaza, New York 20,.N. Y. » 
Other advertising offices in Boston, ¢ A MARKET 
Philadelphia, Cleveland, Detroit, 
Chicago, St. Louis, San Francisco, 
and Washington. 


he eta 


ca | 
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GROWTH Bs 
AND up 363,605 
KLIES 


eS 


up 203,039 


Based on comparisons of publishers’ statements to the Audit Bureau of Circulations, Jan.-June, 1953 vs. Jan.-Dec., 1946 


THAN 645,000 NET PAID CIRCULATION 


' (NOT DUPLICATED BY ANY OTHER NEWS OR MANAGEMENT MAGAZINE 
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5c for a Kid's Snack: 
What Should He Buy ? 


Candy? Fruit? Milk? Soda Pop? Children now are being 
influenced on a vast scale through teaching aids supplied 
by industries and companies. Are you in the program? 


BY JEROME SHOENFELD ~+ Washington Editor 


The public school system, as an 
advertising medium, has much to 
otter: Circulation is a combined 
grade and high school enrollment ap- 
proximating 30 millions; copy is used 
without charge to sponsors. 

This does not justify your asking: 
through 
and then jumping in. Some 
ventures are worthless, both to spon 
sors and the schools. There are al- 
ready so many that it’s difficult for 
new projects to draw attention. 

Business has not imposed itself on 


“How do you advertise 


SC hools ?” 


the schools, forcing the substitution 
of advertising for learning. The 
schools asked, and continue to ask, 
for advertising. ‘Teaching — has 
changed. 

\ couple of generations ago, the 
curriculum provided few openings for 
businessmen. Now they find entrance 
at every turn. 


Rebels Sought Reality 


The great change marked a suc- 
against the old-style 
methods by what was once the educa- 
tors’ left wing. In the old days, grade 
school prepared for high school and 
high school for although 
few attended college. Rebel educators 
demanded “training for living,” “‘ad 
justment to modern life,” 
actual problems.” In 
meant 


cessful revolt 


college, 


“solving of 
practice, this 

commercial 
products, ‘training in consumption,” 


investigation of 
and vocational courses in radio or 
auto repair, retail selling, ete. 
Children used to be taught from 
textbooks, but it was argued that they 
could learn only by doing. This doc 
trine brought about the “project 
method,” through which children may 
learn arithmetic by playing store, and 
geography by playing _ railroads. 
Finally, the critics assailed the divi- 
sion of school work into set subjects. 
Today there’s the “core curriculum,” 
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“a course in the common learnings 
which is designed to provide learning 
experiences needed by all youth.”’ The 
teacher fuses, for example, literature, 
history and geography into a 
unit.” 

The United States Office of Infor 
mation has published several booklets 
which tell teachers how to apply these 
doctrines. The suggested work units 
cover almost every commercial pro 
duct or 


“work 


service you can think of: 
food; clothing; shelter; communica 
tions; travel; amusement; etc. One 
booklet, ‘Nutrition Education in the 
Elementary Schools” reads: 

“The elementary school . . . may 
properly help its pupils to become 
aware of the things to be considered 
in the buying of food. . . . Suggestive 
of the type of problems which might 
be taken up are the following: 

“Tf a pupil has a nickel to spend 
for something to drink, is it better to 
buy soda water, fruit juice, fruitaid, 
chocolate milk or whole milk ? 

“If a pupil has five cents to spend 
for a midmorning or midafternoon 
snack, should he buy candy, pastry, 
nuts, fruit, milk or pop? How should 
he decide between milk or fruit? 


Best Butter Substitute? 


“What is the most desirable type 
of butter substitute ? 

“What are the best ‘buys’ among 
cereal breakfast foods?” 

It’s easy to see how businessmen 
become part of the school system. If 
eight-year-olds are learning ‘‘Where 
they get the 
most authoritative information trom 
American Can, General Mills, etc. 

So much for the schools’ viewpoint. 
Companies and trade associations take 
part for a variety of reasons, which 
range from the hope of a sale or 
fear of losing one, to disinterested de- 
sire to enlighten. Generally, it’s those 


our food comes from,” 


without consumer products who are 
disinterested. Steel companies sell 
nothing to school children: Evidently, 
they entered the field as an alterna- 
tive to answering endless queries from 
boys and girls who write composi- 
they're now called, ‘“‘re- 
ports,” about how steel is made. 

General Motors, to take a typical 
case of another kind, needs trained 
technicians. On the other hand, voca- 
tional must be guided by 
actual hiring qualifications. So GM 
supplies courses, which students con- 
s der more valuable precisely bec ause 
they come from a big company. In 
vocational training, most emphasis has 
been on production although, with 
the help of larger stores, there’s been 
some training in retail selling. If a 
manufacturer worked out — sales 
courses and offered reasonable hope of 
later jobs, schools would probably 
accept. 

At the start, new teaching methods 
placed a heavy burden on teachers. 


tions or, as 


schools 


How were they to dream up appro- 
priate work units? And how were 
they to gather the information about 
modern living they were supposed to 
impart? Help from businessmen was 
necessary, so necessary as to become a 
business in itself. 


School Media 


Larger companies as well as trade 
created autonomous 
school departments, the cost of which 
ordinarily is charged to public rela 
tions, advertising or sales. Former 
usually run them. Such 
school magazines such as “The In- 
structor,” and “The Grade Teacher,” 
carry advertisements of the latest 
teacher aids companies are offering 
and run columns listing them. 

A company without an adequate 
staff to put its message into the 
form teachers are accustomed to can 
hire somebody to do it. With charges 
running to several thousand dollars, 
the media develop work units which 
run several pages, which they carry 
as advertisements, Reprints are sent 
to teachers who sign coupons. There 
are a few highly specialized agencies 
that solicit company business, offering 
to develop and distribute teacher aids. 
The sales talk stresses the advantage 
to the company rather than its obliga- 
tion to the school. 

Important indeed is the Advisory 
Council on Industry-Science Teach- 
ing Relations, organized under the 
National Science Teachers Associa- 
tion. Each year it developes a “packet” 
of the best teacher aids; included is a 
kind of Oscar, which is said to as- 
sure acceptance. The Council has 


associations 


teachers 
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Kodapak Sheet is brilliant . . . crystal-clear, gives 
added glamour and sales appeal to whatever product 
it packages. 

In fabrication, Kodapak Sheet provides special 
advantages. Uniform in gauge, free from bubbles and 


surface defects, it is always efficient and economical 


to use, assures both package maker and package user 
maximum values for their money. 

For further information, including names of special- 
izing firms, consult our representative or write: 


Cellulose Products Division, Eastman Kodak Company 
Rochester 4, New York 


t, §983 


Kodapalk 
SIAeet 


“Kodapak" is a trade-mark 


Sales offices: New York, Chicago, Dallas. 
Sales representatives 

Cleveland, Providence, Philadelphia 
Distributors: San Francisco, Los Angeles, 
Portland, Seattle 

(Wilson & Geo. Meyer & Co.); 

Toronto, Montreal (Paper Sales, Ltd.). 


Unusual C 


re” Nh by 
The Milwaukee zoo used the mother of 
these kittens to nurse a baby leopard 


Snowflake, a Pomeranian, is shown here 
caring for the “evicted” kittens. 


® 
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for Unusual Care on Long-Distance Moves 


Go the MAYFLOWER Way! 


> In long-distance moving unusual care means extra pro- 
tection, extra-precaution, extra attention to every detail! 
That's what you want... and that’s what you get when you 
move your personnel the safe and easy Mayflower Way! 
Mayflower has standardized into its service—and in many 
cases pioneered—more major refinements in long-distance 
moving than any other carrier. Scientific personnel selection 
procedures, movers’ training school, equipment manufac- 
tured to special specification, organized, preventive main- 
tenance, special packing materials, and elimination of tail- 
gates are but a few. That's why it will pay you to call your 
local Mayflower representative whenever you have person- 
nel to move long-distance! ‘ 


AERO MAYFLOWER TRANSIT COMPANY - Indianapolis 


Mayflower's organization of selected warehouse agents provide on-the-spot 
representation at the most points in the United States and Canada. Your focal 
Mayflower agent is listed in the classified section of your telephone directory 


NATION-WIDE FURNITURE MOVERS 


worked to adopt for classroom use 
the material business furnishes. 
Through its efforts, blunt praise of 
products and services has given way 
to less direct praise expressed in the 
impersonal tone suitable for schools. 
The Council researches the extent to 
which teachers use the material pro- 
vided. 

With companies competing for 
teachers’ attention, you might expect 
to find some “push money,” or at least 
to find teachers and principals rank- 
ing high on Christmas lists. There’s 
no evidence of it. 

Some descriptions might illuminate. 
Enjoying high prestige among teachers 
is the output of the American Asso- 
ciation of Railroads, whose booklets 
include “Railroads at Work,” ““Amer- 
ican Railroads: ‘Their Growth and 
Development,” “The Railroad 
Story,” etc. These are factual al- 
though not always complete: The 
histories, for example, don’t give the 
details about early stock-jobbing that 
you'd find in those written by the 
muck-rakers. 


Throw Your Heart 


Heart is the symbol of 
creative activity. Fire the 
heart with where you want to 
go and what you want to be. 
Get it so deeply fixed in your 
unconscious that you will not 
take no for an answer, then 
your entire personality will 
follow where your heart 
leads. 


Dr. Norman Vincent Peale 
The Power of Positive Thinking 


AAR’s ‘Teachers’ Manual provides 
what teachers evidently need—ideas 
for projects. It’s suggested that they 
take their earlier grade pupils on trips 
to railroad stations, to freight yards, 
roundhouses, etc. They're told just 
what to look for at each. There are 
suggested spelling lessons drawn from 


” railroading as well as arithmetic, read- 


ing, etc. 

Coca-Cola provides courses which 
have nothing to do with soft drinks. 
Under the heading, “Our America,” 
its present subject is electricity. There 
are texts and illustrative charts to 
be alternated on classroom walls. 
Coca-Cola gets high, perhaps top, 
rating. Its courses are in traditionally 
taught subjects: with their advice to 
look at the vacuum cleaner, the 
toaster, etc., with no mention of, for 
example Ohm’s law. They’re written 
as educators prescribe. The End 
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How They Sell 
Benefits of Butter 


A staple food, which is 
losing its market, tries a 
new approach 


You can tell the difference between 
butter ind 


teat -_ 
garine). for 


“vou-know-what” (mat 
Fairmont 
Foods, Omaha, Neb., in a new mer- 
chandising kit to promote better but 
ter displays claims there is a differ 
ence in: 

Profit 
over to 


example, 


space, inventory and turn 
the dealer; 

‘Taste tor the consumer. 

This is the message spelled out by 
Fairmont in a jumbo-size carton cat 
ried by each salesman. Within the 
carton is an accordion-fold sales talk 
to food store men, ‘“Let’s Look at 
Your Table Fat When 
the salesman opens the carton, the 
nfolds before the dealer. 

It cites the differences which bene 
fit the dealer: 

The profit from 
‘vou-know-what” equals the profit 
from one pound of butter; 


Jusiness. 


message 


2% pounds of 


‘ 


4 ° ? 
The average store carries 3! as 


much inventory in margarine as it 
does in butter; 

Margarine takes 3! 
display space as butter; 

Butte 

. margarine /7 times. 

Then there are the differences for 
the consumer. Butter, savs Fairmont, 
tastes better with eight related items: 

baked waffles 
ookies, rolls, muffins, aspara 
{ Fairmont 


times as much 


turns over 65 times a veal 


Pancakes 
holiday 


gus and_ toast. 


potatoes, 


supplies 
shelf hangers for these related items. ) 

This point-ot purchase promotion 
ip with a series of news 
paper advertisements in each market 
area headlined, “Butter ‘Tastes Bet 


is backed 


cer. 
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Butter is better business 
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“We value job done”—Yunich 


NEW YORK, N.Y.—‘“‘Women are the 
big buyers of practically everything 
under the sun at Macy’s,” says David 
L. Yunich, senior vice president. “In 
our store women select just about 
everything for their homes but their 
husbands. 

“We value the job done by women’s 
magazines like McCall’s. They alert 


Vip” 


Home delivered 
in 1141 towns 


women to trends, often set them.” 


McCall’s guides the buying of 


women in more than 4,525,000 homes 


-can make sales for your product. 
If you sell to women, your first, your 
best advertising buy is 


MeCalls 


We publish the newspaper that’s 
read in 3 out of 5 homes 
in Nebraska and Western lowa 


that’s a market of 1% million people 
with 2 billion dollars to spend 


Omaha World-Herald 


250,832 daily . . . 258,372 Sunday 


Publishers Statement for March 31, 1953 


O'MARA & ORMSBEE, National Representatives 


Air Freight: 
A New Sales Tool 


W hat new potentials has air freight for business 


and industry? 


W hat influence does it have on industry's pro- 
duction, sales and service processes? How does 
it increase effectiveness and reduce cost as 
trains and, in turn, trucks have accomplished? 


Can it convert its present high cost of operation 
and its high rates into higher value to business 


and industry? 


W hat can it do to ease the sales manager's job? 


W hat is its future? 


Emery Air Freight Corp. has some 
potent answers to these questions. 

Look at a wall map of the United 
States, which symbolizes the broad 
scope of a national sales manager’s 
opportunities and responsibilities. This 
Is a big country. It takes two days 
and three nights to cross it by extra 
fare train, eight days by freight train. 
It takes a big sales and service o1 
ganization to cover so vast a national 
market. 

Now think what the problem of 
the sales manager would be if his 
whole national market were encom 
passed in an area no wider than that 
represented by the distance between 
New York and Buffalo. He would 
need just as many salesmen, prob 
ably, but not nearly so many service 
branches to back up. the work of the 
sales force. Even from a single service 
center, no customer would be more 
than a few hours of shipping time 
from the products and parts which 
he buys. 
would be 
much easier in a national market of 
such sharply 


Sales promotion, too, 


narrower geographical 
A special campaign, to 
break in every corner of the land at 
the same instant, could be managed 
very simply, with a minimum of 
speculation and worry about co-ordin 
ated timing. 


dimensions. 
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Geographically, the United States 
is as big as ever. But relatively, in 
terms of the time it takes to travel 
or ship from coast to coast, it is now 
no bigger than the distance from New 
York to Buffalo. The reason, of 
course, is the airplane, already five 
times as fast as a passenger train, 10 
times as tast as a freight train or 
motor truck. 

If you are a manufacturer on the 
Atlantic Seaboard, your customer on 
the Pacific Coast used to be over a 
week away from your production 
line. Today he is no farther away 
than tomorrow morning. This, in a 
tew words, is the meaning of ait 
freight to American business, and a 
suggestion of its tremendous poten 
tial influence on the way selling and 
servicing, procurement and manufac 
turing will be done in future vears. 

This conception of what air freight 
implies to the sales managers of in 
dustry is that of an air freight for 
warding company, Emery Air Freight 
Corp., and of its president, John C. 
Emery. It is based on experience, the 
company’s seven years of experience 
in selling and providing ‘air freight 
transportation to more than 10,000 
shippers in every line of business, and 
Mr. Emery’s more than 30 years’ ex- 
perience in rail, truck, express and ait 
transportation. 


“Most of the predictions about the 
future of air freight have been both 
wrong and right,” says Mr. Emery. 
“They have been wrong in seeing a 
fantastically rapid growth in air 
freight volume, but they have been 
right in visualizing the basic useful 
ness of air freight speed to every 
phase of business. We see that every 
day as we observe how more and 
more shippers are turning to air 
freight as an invaluable aid in meet- 
ing the production and distribution 
problems which oceur because of dis- 
tance. 

“The belief that air freight is used 
only in emergencies is only partly 
right. Air freight has no equal when 
emergency speed is necessary. But the 
most significant fact that our experi 
ence has developed is the non-emerg 
ency nature of most of our traffic. 
We are called on for ‘fire-department 
service’ every day, but at least 90% 
of our trafhe, and of all air freight 
trafic, is material moving on a fast 
but routine daily schedule.” 

With the advent of the American 
industrial era, transportation of goods 
became as important as their manu 
facture. The stagecoach, the canal 
boat, the railroad, the motor truck 
and finally the airplane each in their 
time have become a part of the cost 
of manufactured goods, part of the 
selling price. 

As time went on and faster facil 
ties developed, they also became a 
factor in competitive advantage: The 
seller who switched from rail to high 
way found he could frequently beat 
the other fellow’s delivered price and 
move the goods faster. His grand- 
father probably did the same thing 
when he switched from stagecoach to, 
say, coastwise shipping. It is logical 
that with the advent of the airplane 
the same sort of revolution should 
take place. This is exactly what is 
happening today. 

Actually, goods moved bv air a 
count for barely 1/30th of 10% of 
all the ton-miles of freight moved in 
the United States. But in the seven 
vears of its existence air freight has 
rendered valuable service to shippers. 
Air cargo (air express and ais 
freight) amounted to 82,600,000 ton 
miles in 1946, Bv 1951, the total had 
increased to 245,500,000, a gain of 
197%, according to the Civil Aero 
nautics Board. In 1952, reports from 
all types of cargo carriers add up to 
a new record of about 275,000,000 
ton-miles. 

Alert management can well afford 
time out for a long look at this sig 
nificant change in the American in- 
dustrial scene. 

What are some of the products now 
being shipped via air freight? 
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An interview by Alice B. Ecke with 


JOHN C. EMERY 


President, Emery Air Freight Corp. 


A CROSS-COUNTRY private wire teletype system 
makes it possible to transport goods on a fast daily 


rcutine schedule, with a minimum of speculation about 


co-ordinated timing. 


Almost every category of American 
business is served by air freight, ac 
cording to Emery’s case history file. 

To be sure, a steel mill isn’t going 
to ship ingots by air, and it will be a 
long time before pianos arrive via 
helicopters. But already there are ait 
borne shipments of television sets and 
other home appliances. 

Nlany 
ceive assortments of wearing apparel 
which is economically unfeasible to 
maintain in regular stock. 


retail stores regularly re 


Simultaneous distribution of sam 
ples and display material is made na 
tionally by aggressive sales managers 
seeking to beat competition to the 
gun via high-speed, dependable air 
shipping. 
widely scattered 
warehousing tac il ties have been con 


Numerous and 
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and servicing. 


solidated to combine vastly reduced 
inventories with transshipments by air 
to the ultimate customer. 

Advertising agencies and graphic 
arts trades frequently depend on all 
freight to meet difhcult deadlines, to 
make simultaneous nationwide dis 
tribution of 
etc. 

All types of manutacturers use it 
for vitally needed incoming compon 


promotional material, 


ent parts and outgoing rush deliveries. 

The Federal Reserve Bank (inci 
dentally, Emery’s first customer) uses 
it for dispatching canceled checks. 

Pharmaceutical houses rush needed 
serums to waiting patients. 

The Atomic Energy Commission 
regularly specifies air freight for ship 
ping short-lived radio-active isotopes 
to hospitals throughout the country. 


AIR FREIGHT now serves almost every category of business. Shipments—large 
and small—are swiftly moved daily to all parts of the country, reducing ‘national’ 


problems to the local level in the fields of procurement, manufacturing, sales 


Replacement parts are delivered 
roadbuilding 
crews that might otherwise be idle 
tor weeks, 

These and many other uses of the 


overnight to remote 


presently somewhat limited and, upon 
casual observation, rather expensive 
All treight services are already becom 
ing standard procedure with manage 
ments whose responsibility if is to 
make what is sold more desirable in 
today s highly competitive markets 
kor, atter all, the American buyer 
s looking for value as much as price 
and the nanavgement that del vers 
better value has the ad\ antage. 
It follows, therefore, that the alert 


sales Manager can exploit his custom 


er’s needs by being prepared (in fact 


offering when it’s good salesmanship 
to do so) to make delivery by air. 
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The Long Trail? 


If you have ever waited at a grade-crossing for a long train of box 
cars to amble past, the word “freight” may connote to you a leisurely 
and halting kind of transportation. But “air freight” is quite different. 
It moves with the same speed as air passengers—in fact, on the same 
schedules and often on the same planes. Some day a word will be 
coined to symbolize the tremendously fast movement of cargo which 
the term “air freight” means but may not imply. It is with this new. 
est, fastest kind of transportation for the materials and products of 
American industry that this article is concerned. 


Emery differs from other freight carriers in that it owns no air- 
planes. This obviously makes it possible to synchronize the use of 
any and all airlines and surface carriers, depending on which facilities 
or combination of facilities happen to be the fastest and most depend- 
able for any given routing. Emery is the largest buyer of airline 
freight service by a wide margin. 


After all, in 9 cases out of 10, the 
buyers pay the extra cost, but the 
salesman who knows the advantages 
of air shipping frequently finds that 
he has a powerful sales argument 
over a competitor not so well in 
formed, 

In the almost unlimited library of 
case histories Emery has amassed in 
the past seven years, here is one in 
which Emery cooperated with the 
Shell Oil Co. in distributing 60,000 
pounds of Shell advertising material. 
The occasion was the introduction of 
the most important Shell advertising 
and merchandising campaign in many 
years: “Shell Premium Gasoline with 
TCP.” The campaign had to break 
nationally at all points simultaneously 
on a given day in order to tie in with 
newspapers, magazines and radio and 
TV advertising schedules. 

Many of the individual shipments 
were consigned to points in Idaho 
and eastern Washington which can 
not be found on any map. For this 
reason, Emery sent one of its office 
managers, Emory Wellman, to Spo 
kane to supervise movements to those 
almost inaccessible points. In order to 
make delivery it was necessary for 
him to rent a truck and drive over 
the route himself. 

Towns such as Bovil, Idaho, gnd 
Endicott, Washington, have no serv- 
ce by truck or bus. Endicott has only 
irregular rail freight service. Many 
of these points are nothing but camps 
in the mountains consisting of several 
saloons, a general store and a gas 
pump. Roads leading to them, al 
though indicated as passable or main 
arteries on maps, are either non- 
existent or cattle trails. 

As Emory Wellman says, “I know, 
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for I drove some 500 miles on them 
through the most rugged country I 
have ever laid eyes on. Herds of 
cattle on the ‘roads,’ washouts and 
mud delayed us considerably, but in 
spite of everything the shipment got 
through on time. My spine is still 
bent from the trip and I'll not forget 
it if I live to be one hundred years 
old. Most of the smart traffic I met 
was on horseback.” 

Another interesting job Emery 
handled was a recent shipment of TV 
sets for the Television Radio Division 
of Westinghouse Electric Corp., 
Metuchen, N. J. The occasion was 
the introduction of the new 1954 
Westinghouse television-radio receiver 
line to all distributors and Westing 
house field representatives on a na 
tionwide closed circuit TV telecast. 
Precision and speed were essential in 
order to tie in with available closed 
circuit facilities and at the same time 
to integrate sales promotional and 
point-of-purchase work with West 
inghouse schedules. 

Approximately 1,000 distributor 
executives and sales representatives 
constituted the closed circuit audience 
which gathered in various key cities 
at 6:00 p.m. one day during the sum 
mer (July 8, 1953) for an hour-long 
broadcast emanating from NBC, 
New York. This broadcast was han- 
dled by professional talent and West- 
inghouse officials who displayed and 
described the new line. At the con- 
clusion of the broadcast the distrib- 
utors and sales representatives went 
into a “shirt-sleeves” session during 
which they examined the actual mer 
chandise delivered to these many 
points by Emery. 

As these sets were new models, in 


some cases just off the production 
lines, it would have been impossible 
to deliver the television sets, in the 
time specified, by ordinary shipping 
methods, so Emery was called in to 
figure out a schedule that would de- 
liver 506 sets to consignees in 50 dif- 
ferent cities almost simultaneously. 

The size of the sets was an impor- 
tant factor. Only 60 would fit on a 
C-46 and only two on a DC-3. To 
assure delivery, Emery charte 
eral planes in addition to using regu- 
lar airlines to key cities. From these 
points, routing to 
destinations was set up via rail and 
truck. 

Result: In every case stop-watch 
timing got the shipments delivered in 
time for the scheduled telecast. 

Another case: history is that of a 
large home appliance manutacturer 
who suddenly decided to make a na- 
tionwide announcement of a new 
model at a new low price at a given 
hour on a given date. Ordinary ship- 
ping methods would have put adver- 
tising mats and promotional material 
into the field on widely separated 
dates and thereby run the risk of dis- 
closing marketing plans to competi- 
tors. Emery was called in to figure 
out a schedule that would deliver all 
material to consignees in more than 
100 different cities simultaneously ... 
not before, not after, but exactly at 
3:00 p.m. on a given Wednesday. 

Result: In every case stop-watch 
timing got the shipments delivered 
practically on the stroke of three. 


ed sevVv- 
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Fewer “Sizzling Blasts" 


‘Then there are any number of 
case histories of how air freight has 
helped sales managers who had 
sweated out sizzling blasts from their 
prize customers about missing ship- 
ments which were due yesterday— 
sales to which they probably devoted 
many high-price hours of effort. 
Sales managers who, at some time or 
other, found themselves stranded at 
important out-of-town sales meetings 
without charts, films and other sales 
promotional tools which they had in- 
tended to use during their talks. 

The sales manager’s vicarious con- 
cern with shipping speed and depend- 
ability is not always limited to strictly 
outgoing shipments, according to Em- 
ery. Many is the time that incoming 
component parts for merchandise 
already sold have not arrived in time 
to complete the order. Or the sup- 
plier of sales promotional literature 
or a new price change or an impor- 
tant product announcement folder or 
a thousand-and-one things that harass 
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Clan you measure 
the importance of your catalog 


in getting orders? 


HERE’S A CHART THAT MEASURES 1383 ACTUAL CASES 


471 


decisions to buy or 
not to buy were based 
on printed product 
information alone 


The relationship 

of printed 

product information 
to a supplier’s 
chances of 

getting the order. 


NOTE: A summary of this phase of the 
NIAA “Survey of Industrial Buying 
Practices"’ has been printed under 
the title, “The Need for Printed Prod- 
uct Information in industrial Buying.” 
We will be glad to send you a copy 
with our compliments. Just check it 
off on the coupon below 


912 


cases involved 
salesmen 


Ihe NIAA’s “Survey of Industrial Buying Practices” re- 
vealed that 1.383 makes were considered in the purchase of 
512 products. Thus 1,383 separate decisions were made (to 
buy a make or not). As charted above, 471 of the decisions 
were based on printed product information alone. In 360 of 


Here is the NIAA 

Survey Connmnittee’s conclusion: 

“The survey proves the importance of constantly 
selling the buyer your company and your products. 
It also points up the need for having organized prod- 
uct information in the buyer’s hands, so that when 
need arises the buyer knows where to get the prod- 
uct that will solve his problem. 

“>. you will continuously remind prospects 
through advertising that when they need a good 
(compressor), they should look at your product. You 
will also see to it that they have available well or- 
ganized product information. That combination will 
make it more likely your firm will be called in and 
given a chance to land the order.” 


Division of F. W. Dodge Corporation 
Designers, producers and distributors 
of manufacturers’ catalogs for the 
industrial and construction markets. 


Dept. 86, 119 West 40th St., N.Y. 18, NLY. 
Atlanta * Boston * Buffalo * Chicago * Cincinnati * Cleveland 


Dallas * Detroit * Los Angeles * Philadelphia * Pittsburgh 
St. Louis * San Francisco 
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in a total of 


831 


of the 1383 makes 
considered, printed 
product information 
controlled a 
supplier's chances 


decisions of getting the order 


36 to callina 


salesman were made after 
comparison of printed 
product information 


the 912 cases involving salesmen, the decision to call in a spe- 
cific supplier's salesman was made after comparison of printed 
product information. So, in one way or the other, printed prod- 
uct information affected 831 or 60.1°% of these decisions 

and so controlled the supplier's chances of getting an order. 


Sweet’s can help you improve 
your chances of getting the order 
It is the sole business of Sweet’s to help manufactur- 
ers improve their over-all marketing efficiency 
through improved catalog procedure. The Sweet's 
district manager near you will be glad to show you 
how 1,480 manufacturers use Sweet’s services in this 
connection. 

Or check the coupon for one or all of the booklets 
which deal with the catalog procedure that amplifies 
the power of industrial advertising and selling 


“The easier you make it for people to buy your 
products, the easier they are to sell!” 


booklet The Need for Printed Product Information 
industrial Buying,’’ summarizes one phase of the NIAA Study 


Free ooklet How to Improve Marketing Efficiency Through 
improved Catalog Procedure.” 


{) Free booklet, ‘Some New Data on the Cost of Producing Orders 
in Industrial Markets," (study by the Sales Executives Club of 
New York 


[] Please have your district manager show me how industrial 
marketers get more orders through improved catalog procedure 
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a sales manager have failed to deliver 
to the field on time. 
There are case histories of desirable 
prospects miles from nowhere, whom 
d ’ sales managers have never been suc- 
OW many l erent cessful in selling simply because theit 
delivery requirements made them in- 
; accessible. And there is the small- 
things can you do town, low-overhead supplier from 
whom management would like their 
? purchasing agents to buy if only they 
to a ton of coal ‘ could get prompt delivery. 
~ With the development of present 
: day air freight techniques, these pre- 
You can burn it, buy it, dock it, ‘ dicaments can be avoided. These 
export it, handle it, heat with it, widely diverse case histories do not 
, ang begin to give a full cross section of 
load it, manufacture with it, move the air freishet business, says Mr. Em- 
it, sell it, ship it, stockpile it, and ery. Nor do they illustrate one of the 
who knows what else! Chances are most significant trends: “the swing 
= rir 

the man or company who does even _— the ‘fire engine’ type of emerg- 
me - : ency business to steady, day-in, day- 
one of these, reads “Uty’” which Rs out service for an increasingly broad 

tells him how to do them all. ‘ segment of American business. 
“At first Emery simplv did jobs 
(“Uty” is the shorthand way nobody else would touch,” says Mr. 
our staff speaks of UTiLizaTIon, Emery. “But like any other unique 
° Y y product or service, the very fact that 
the Magazine of Coal Uses. When Sa eeticaiat I: uhiiiiteale tines canst Waiuehdll amit 
you have a name of 5 syllables, market. Today, informed sales man- 
you're forced to abbreviate. agers all over the country are plan 
Otherwise there wouldn’t be ning campaigns, cracking the ‘tough 


h | ae nuts’ in off-line communities, beating 
enough hours left in the day to competition to the punch and gene: 

produce the special kind of mag- ally making life happier for then 

azine UTILIZATION is. There goes selves by taking to the air. 


another half a day. 


> < 


Dh. <= ’ 
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Uty” is unique—being the only publication that For Smoother Deliveries .. . 
covers the tremendous horizontal market of coal users. 
Advertisers are discovering that it gives them the primary 
buying influences in all 6 coal use classifications, accounting All this does not mean that the 
sales manager now must be a trafh« 
expert, foo, for it is still the iob ot 
, ; tig oe the traffic department to solve most 
- Electric utilities, municipal and private power shipping problems. It does mean, how- 
stations + Steel, cement and chemical plants +» Manu- ever, that no sales manager today 
facturers + Coal retailers and wholesalers + Coal docks should be without a broad working 
; f, " ‘ knowledge of how to deliver his orde1 
and rail terminals + Plus many hospitals, schools and 


bli gine and sales promotional material rap 
public buildings. idly and dependably, rain or shine, 


day or night the vear round by air. 

UTILIZATION’s rapid growth bespeaks the need for it. Armed with this information he _ is 

In 1952, our advertisers placed 471 pages not only in a better position to solve 
with us, against 196 pages in 1948, first sales problems, but he can make both 


full f bli : his job and that of the traffic man- 
ull year of publication. ager easier. Instead of being afraid 


to ask for the impossible, the informed 

How many different ways can ““Uty” sales manager always can be sure that 
help you? what he does ask for is possible. 

“Many sales managers have in- 

sisted that their field salesmen be 

thoroughly briefed, too, because a 


e e e ° °° . 
split-second, on-the-snot decision in 
Ll l Zz a l O n the presence of the buver can easily 


for 90‘, of annual coal consumption: 


spell the difference between getting 


MECHANIZATION, Inc., Publishers the order or losing it to someone else 
tho mav have the answers.” 
MUNSEY BUILDING * WASHINGTON 4, D.C. ee ee ee 


As for the future, the potentials for 
air freight present an absorbing, if 
New York + PirrspurGH « CHICAGO « SAN FRANCISCO ¢ Los ANGELES not well defined, picture dependent 
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as much upon the development of air 
lift capacity as upon the trend of 
business generally. These answers may 
not be thoroughly established for a 
number of years. 

In the meantime, varying predic- 
tions continue to appear in print. For 
example, the Department of Com- 
merce says that by 1960, 600,000,000- 
800,000,000 ton-miles of air freight 
will be flown. This seems a little con- 
servative in view of the fact that it 
is only 2.8 times the 1951 volume.* 
Other equally well-informed sources 
predict twice this volume. 

At best, the most informed opinion 
The ‘only possible 
yardstick for air freight tonnage in 
the future is the willingness of Ameri- 
can Industry to buy air speed and 
dependability strictly on the basis of 
value received. Even this criterion is 
modified by the attitude of the air 
carriers themselves whether they 
can and will provide the necessary 
air lift capacity. All opinions agree 
on one point, however: If these fac- 
tors result in moving only 10% of the 
nation’s total freight by air, volume 
could be expected to increase as much 


is simply a guess. 


as 30) times over what it is today. 
The Job Ahead 


Emery Air Freight is one air car- 
rier which sees many things to be 
done before air freight can occupy its 
proper place in the general transpor 
tation field. According to Mr. Emery: 

“The internal changes which busi- 
ness will find necessary in order to 
take full advantage of air freight 
speed are matched by the changes and 
improvements which air freight carri- 
ers themselves must provide, To ex 
American Business is 
far from completely ready for air 
freight, and air freight is far from 
completely ready for American Busi- 
ness. 

“A full-fledged air freight service 
can be useful and valuable in reduc 
ing ‘national’ probems to the local 
level in the fields of procurement, 
and service. Be- 
ing ‘near’ one’s customers is quite a 
different matter when air speed is 
available. But companies are organ- 
ized nationally today, and have their 
plants and branches installed to oper- 
ate with surface transportation as the 
available. It 
takes time to accomplish the rear 
rangements and the cut-backs in facil- 
ties and personnel which will afford 


press it simply, 


manufactur ing, sales 


fastest cart ie) service 


*U.S. Civil Aeronautics Administration, 
Staff Study, “Domestic Air Cargo Fore 
cast,” 1955 & 1960 (Washington, Depart- 
ment of Commerce, 1952) ; page 67. 
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maximum benefit from the use of ail 
freight. 

“By the same token, it will take 
just as much time for air carriers to 
build up the expanded capacity which 
industry will require. More airlift, 
more extensive cargo schedules, better 
facilities for ground handling, and 
improved co-ordination of air and 
surface transportation are all needed; 
yet they cannot be provided overnight. 
Hence, our belief that air freight will 
grow in volume of traffic and useful- 
ness to shippers.” 


Air Freight Prices 


Perhaps equally unconventional are 
Mr. Emery’s views on air freight 
prices. As an air freight forwarder, 
Emery Air Freight ships the traffic 
of its customers over all airlines. It is 
the largest buyer of airline freight 
service by a wide margin. Yet Mr. 
Emery favors higher airline freight 
rates such as those now in effect, and 
will be happy to pav them. 

“The reason,’ says Mr. Emery, “‘is 
simple. We know, and our customers 
know, that air freight capacity and 
pertormance are more important than 
air freight cost. We _ believe that 
higher air freight rates will encour- 
age and permit the airlines to do the 
things that are necessary to make air 
freight fully available and useful to 
the entire nation—such things as op 
erating cargo planes all over the coun- 
try instead of on-a few narrow main 
lines, and equipping themselves prop- 
erly for ground handling, and adding 
the tonnage capacity that is needed. 

“In the long run, when volume 
has increased still more, air freight 
rates probably can be reduced. It is 
perhaps the only kind of transporta 
tion that can expect some day to do 
that. But meanwhile, performance 
and capacity are worth more than 
any airline rate in rease, 

“Tt is purely coincidental that the 
airline rates increased at a time when 
Emery Air Freight reduced its own 
rates as a carrier. Our situation is 
wholly different from that of the air 
lines. We consider that thev were 
priced too low, while we have been 
priced too high for full development 
of our market. It took a lot of money 

develop our facilities for nation 
wide service, and we have our cus 
tomers to thank for paying the prices 
for our service which provided those 
facilities. But now we have them, our 
costs are stabilized, and we can ex 
pect to handle greater volume inex- 
pensively at rates which will produce 
greater volume. That is why out 
rates are coming down even though 
other air carrier rates may go up.” 

The End 
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In the MIDWEST 
Farming is 
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Incomes that are more 
than twice as high as those 
of farmers in the other 40 
states make the 8 Midwest 
states your best market — 
and Midwest Unit Farm 
Papers your best media. 
Write us for a copy of the 
new special study by the 
U. S. Census Bureau and 
compare your sales with 
facts on income, invest- 
ment and production. 
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Sales Offices: 250 Park Ave., New York 17... 
59 East Madison St., Chicago 3 . . . Russ Build- 
ing, Son Francisco 4... 1324 Wilshire Blvd. 
Los Angeles 17... 505 N. Ervay Street, Dallas }. 


GROCERS WERE QUICK to see the news value, to tie in with the widely-advertised 
flour-butter offer. The Red Owl store in Minneapolis chalked up a 500% increase in Robin 


Hood sales while this display was used. 


Benson's Butter Headache 
Cues Flour Promotion 


Who: International Milling Co. What: It gave away, with 
each bag of Robin Hood flour, a coupon worth I5c¢ (or 
more) toward the purchase of a pound of butter. Un- 
expected dividend: The dairy people hooked in with ads. 


By theoretically casting its bread 
upon troubled waters, International 
Milling Co., Minneapolis, made flour 
salesmen out of thousands of butter 
salesmen. 

International produces Robin Hood 
flour. It looks each year for what 
company executives call a “bell 
ringer’ idea for the promotion and 
advertising of flour, The company 
saw this kind of an opportunity last 
spring when Secretary of Agriculture 
F-zra Benson said that alert merchan 
dising and advertising could do away 
with the country’s oversupply of 
butter. 

Benson’s statement pointed up the 
opportunity for a tie-in between but 
ter and flour sales and a chance to do 
a job tor the country’s dairy farmers 

and farmers are heavy consumers 
of tlour. 
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The campaign shaped up in this 
way: 

As a test, International Milling 
agreed to advertise tie-in sales of flour 
and butter in Wisconsin, Minnesota, 
lowa and parts of North and South 
Dakota. (‘Aggressive Promotion Can 
Save the Butter Industry,” SALEs 
MIANAGEMENT, Feb. 15, 1953.) 

A housewife or farm wife who 
purchased Robin Hood flour was to 
fill out a coupon and receive a 15- 
cent reduction on the purchase of a 
pound of butter. 

Retailers were to redeem coupons 
with International directly, or through 
the Robin Hood salesmen, and _ re 
ceive a 2-cent handling fee in addi- 
tion to the 15 cents. 

International advertised the cam- 
paign in various farm publications 


including The Wallace's 


Farme v. 


Farmer, and the Wisconsin A gricul- 
turist. 

The advertisements contained the 
coupons which the family shopper 
could clip, take to the grocer, pur- 
chase any size bag of Robin Hood 
flour, and then receive the discount 
on the pound of preferred butter. 

The promotion was supported at 
point-of-purchase by display pieces 
which called attention to the bargain 
price on butter with the 15-cent cou- 
pon from the farm paper, when any 
size bag of Robin Hood flour was 
purchased. 

Co-operative advertising featuring 
butter was obtained from a_ large 
number of grocers throughout the 
test area. Everything seemed to be 
running smoothly. 

Then some “bugs” showed up in 
the program. One comment relayed 
to International from both consumers 
and retailers was that the farm papers 
in which the coupons were circulated 
did not reach city dwellers. Conse 
quently, the city dwellers could not 
take advantage of the discount on 
butter purchases. 

This made it difficult for chain 
stores and large independents to tie 
in with the promotion since much of 
their business comes from city as well 
as from farm people. 

Another suggestion for improve- 
ment was that the value of the cou- 
pon itself be increased so that the 
price of butter, less the coupon dis- 
count, would more closely approxi- 
mate the price of popular brands of 
margarine. 

Despite all this, the 750,000 cou- 
pons the company hoped would be 
utilized during the May, 1953 test 
program soon began to flow in. Some 
still continue to come in. 

The demand for coupons, far ex 
ceeding the most optimistic expecta- 
tions, convinced International that 
the program should be quickly estab- 
lished on a country-wide basis. The 
tie-in idea was proving to be the “bell- 
ringer” that the company hoped it 
would be. 

Then the big guns of the campaign 
were wheeled into position. 

It was decided that the coupons, 
instead of being printed in newspapers 
and magazines, would be printed on 
all paper bags of Robin Hood flour 
of five pounds and over, and would 
be inserted in all cloth bags. 

The 5-, 10- and 25-pound bags 
would feature a coupon good for a 
25-cent discount on the purchase of 
a pound of any brand of butter. The 
50-pound bags, purchased principally 
by farmers, would contain a coupon 
worth a 50-cent discount on any 
brand of butter. 

That phase of the campaign was 
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initiated with strong advertising sup- 
port, which included radio announce- 
ments on the “Robin Hood Show” on 
75 radio stations. 

It included more than 350 600-line 
newspaper advertisements and 264 
advertisements in weekly newspaper 
supplements. It included a two-thirds 
page, two-color advertisement in Suc- 
cessful Farmina, and a half-page in 
two colors in Wallace’s Farmer, The 
Farmer, Wisconsin Agriculturist, 
Prairie Farmer and American A qri- 
culturalist. There were one-minute 
television announcements to sell the 
promotion in metropolitan markets. 

There was point-of-purchase ma- 
terial for grocers as well as for butter 
producers. Streamers were used to 
feature the butter offer with room 
for a special price on the couponed 
Robin Hood flour. Another streamer 
was made available to butter produc- 
ers so that they could imprint their 
own brand names and butter prices, 
and install them in retail outlets 
where thev had distribution. 

When the full-scale campaign was 
under wav, some odd things began 
to happen. People who weren’t orig- 
inally involved in the campaign be- 
gan to lend a hand. 

One dairy store, in a tele- 
vision program, acted out the pur- 
chase of a baz of Robin Hood flour 
and the redemotion of the coupon in 
a purchase of butter. 

... ‘The American Dairy Associ- 
ation, in its Bob Crosby television 
show, featured the campaign. 

... There were television an- 
nouncements in Detroit, Cincinnati, 
Milwaukee, Indianapolis, Cleveland, 
Johnstown, Dayton, Columbus, Jack- 
son, etc. 

. . « The hook-up and basic an- 
nouncements were estimated to have 
gotten into two and one-half million 
homes through the farm publications 
and into more than 6 million homes 
in the general newspapers and maga- 
zines, 

Retailers spread the word. 
“Tf you want to sell butter, get on the 
Robin Hood flour bandwagon.” 

One butter producer devised 
an insert which went out with cream 
checks mailed to some 15,000 dairy 
farmers. The same idea was followed 
by a butter producer in another state. 

A dairy in the Pittsburgh 
area purchased an advertisement daily 
for two weeks supporting the cam- 
paign. An Ohio dairy ran an adver- 
tisement. which said the dairy farmers 
were indebted to Robin Hood flour 
for assistance in a difficult situation, 
and expressed confidence that the 
farmers would repay that debt. 

In all, International Milling got 
the largest volume of free publicity 


it had received in the last 60 years. 

What were the results in flour 
sales? 

One store, checked at random, said 
that its sales of Robin Hood flour 
went up 500° while a Robin Hood 
display was in the store. 

The flour industry, in Minneapolis 
at least, is exceedingly cautious about 
giving out sales figures, but there is 
no question that many of the original 
750,000 coupons were redeemed 
within a short time. 

It is equally certain that the cou- 
pons placed on or in bags went into 
several million homes. 

International Milling now is in the 
evaluation stage of the campaign and 
coupon redemption will continue be- 
yond the first of the year. 

The company is satisfied with the 
progress of the campaign. 

Charles Ritz, International Mill 
ing president, sums it up: 

“The management of Robin Hood 
flour sincerely believes that this is 
one of the strongest promotions that 
has ever been put behind flour. To 
our knowledge it is the first time that 
modern merchandising and selling tac- 
tics have been tried on butter. We 
are certain that the promotion will 
be mutually beneficial to the butter 
producers, to all participating whole- 
sale and retail grocers, and to Robin 
Hood flour.” 

A survey by the U.S. Department 
of Agriculture discloses an increase 
in butter consumption during a seven- 
month period (which includes part 
of the Robin Hood campaign) of 
more than 32 million pounds com- 
pared with a year ago. The End 


Trade Will Do It 


"The physical boundries to con- 
tinuous economic development 
have been pushed back by science 
to the ends of the earth. The 
formidable barriers that remain 
against the expansion of trade 
are man-made barriers. Tariffs, 
customs, quotas and a maze of 
controls are the fences that con- 
fine us . . . Surely, however, the 
ingenuity of men can find ways 
to remove the artificial barriers 
other men have erected if the 
desire to be free of them and the 
will to remove them are aroused.” 
Lloyd K. Neidlinger, executive 
director, United States Council, 
International Chamber of Com- 
merce, to Export Advertising 
Association. 
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*OF THE 10 MAGAZINES LISTED. 


DECEMBER 1, 
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MAGAZINE 
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LIFE 
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AMERICAN 

TIME 

NEWSWEEK 

MAGAZINE TIES 


TOTAL 


Number of Counties In 
Which Each Magazine Has 
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1,230 Counties 


959 Counties 
356 Counties 
220 Counties 
170 Counties 
95 Counties 
21 Counties 
4 Counties 

1 County 

1 County 
14 Counties 


3,071 Counties 


12 Rules Pay off 
In Binswanger Contest 


Rule No. 1: Organize the plan well...No. 12: Don't ex- 
pect salesmen alone to make the contest a success. What 


were rules for stars, regulars, substitutes, water boys? 


An interview by T. K. Wolfe with 
JOE NADLER 
Vice-President in Charge of Sales 
Binswanger and Co. 


‘Salesmen’s contests are important 
sales tools to keep enthusiasm at a 
high level. They are also an eftective 
means of concentrating effort on spe 

fic products, especially when a com 
pany, such as ours, handles a large 
variety of products,” says Joe Nad 
ler, vice-president in charge of sales, 
Binswanger and Co., Richmond, Va. 

The results of the Sun Sash 
Lo ivered W indow 
sored jointly by Binswanger, and Sun 
Sash Co., New York City, adds 
weight to Nadler’s conviction. ‘Sales 


Contest, spon 


zoomed 20 times and were four times 
what they would have been without 
a contest,” Nadler contends. 

This contest extended over a year 

July 1, 1952 through June 30, 
1953. Nadler considers that usually 
six weeks to three months is long 
enough for a contest. But the Sun 
Sash Contest was planned to main- 
tain a high level of interest—and the 
stakes were high. The main prize was 
a $2,500 all-expense-paid, round trip 
to Australia, where Sun Sash’s prin 
ipal manufacturing plant is located. 
In lieu of the trip the winner had a 
hoice of $1,000 in cash or $1,500 
in merchandise selected from the Cap 
pel, MacDonald & Co. prize book. 

Nadler lays down these rules for 
a successful contest: 


1. It must be well organized and 
all parts integrated. “If it is sloppily 
planned it will be sloppily conducted.” 


2. Timing and product selection 
are important. As a rule, don’t stage 
the contest when product sales are 
booming. 


3. Select literature and sales aids 
well in advance, and have them ready 
at the start of the contest. 
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4. Allow enough time for the pur 
chasing department to accumulate in 
ventories. If sales increase and supply 
runs short it creates ill will and the 
contest loses some of its effectiveness. 


5. Decide early in the planning on 
the forms of advertising and promo 
tional material and how it will be 
used; make sure it has direct bearing 
on the contest objective. 


6. Usually one big contest a yeat 
and two or three smaller ones are 
sufficient. 


7. Make sure the contest material 
and information, such as displays, 
visual aids, and literature, are in the 
hands of salesmen and dealers at the 
proper times. 


8. Issue performance records fre- 
quently, in eye-catching manner, 
showing comparative standing of 
salesmen. 


9. Keep wives of salesmen inter- 
ested by writing them frequently and 
sending them “trinkets,” such as 
needles, thimbles, or presents for chil- 
dren. Tie in trinkets with the contest 
where practical. 


10. If more than one product is 
involved have proper balance so that 
large-volume products will not over 
shadow the small-volume products. 


11. Contests should be equitable. 
Each man should have equal oppor- 
tunity. Arrange the contest so that 
when it is partially over there will be 
no men who feel they “don’t have a 
chance.” Keep them interested and 
competitive. 


12. Don’t expect salesmen alone to 
make the contest a success. 

These general rules were followed 
losely by Nadler in conducting the 
Sun Sash Contest. 

The first letter was an announce- 
ment of the contest. “You Can Hit 
the Jackpot it pays off ...a 
$2,500 all-expense-paid trip to Aus 
tralia—an exotic land of glamor.” 
And on July 1 “The Lid Blew 
Off. The Sun Sash Contest Is On. 
The guy who starts off with a bang!!! 
has the jump. Will you go to Aussie- 
land in °532” And with this letter 
was a colorful brochure—‘‘See Aus- 
tralia in the South Seas.”’ 

The September letter urged : ‘“‘Let’s 
Scare Up Some New Business. It’s 
there for you in Sun Sash.” This let 
terhead showed a Fiji Island dancer 
and the statement: “You will see the 
original of this native dancer in the 
F jl Islands en route to Australia.” 

$y March, 1953, several of the 
salesmen were almost tied 
forging ahead and then another. To 
Step up enthusiasm further, in late 
February it was announced that al- 
though only one person would win 
the Main Prize, everybody had a 
chance to win something. This an- 
nouncement was made on a “key and 
chain to Opportunity” letterhead. 

The salesmen, starting March 1, 
were placed in four groups: 

Stars 

Regulars 

Substitutes 
. Water Boys 

The salesmen who stood at the 
head of each group each month, be- 
ginning in March 1953, would be 
awarded 1,000 gift points. And each 
salesman who moved up from a lower 
to a higher group each month would 
receive 2,500 points; but for each 
month he slipped back he would lose 
500 of the previously awarded points. 
These gift points could be used to 
order merchandise from the Bins- 
wanger Gift Book. 

When the contest ended and the 
tallies were counted, on June 30, 
1953, the winner was Cecil Rhodes, 
Binswanger representative at Colum- 
bia, South Carolina. He joined the 
company in July, 1951. Rhodes and 
Nadler left San Francisco on October 
19 for the three-weeks’ trip. 

Nadler believes that the main con- 
test benefits are in the future. Inter- 
est and enthusiasm were built up 
among dealers and salesmen. Dealers 
still have the displays—for which they 
contributed one-half the cost. 

At each stop of their journey, 
Rhodes and Nadler sent salesmen and 
dealers reminders of the contest just 
closed. After their return they will 
send all concerned a “big story” about 
their trip and experiences. The End 
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half-hour 
film hits 
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and regional 
sponsorship 


filmed expressly for television in Hollywood .. . 
In San F rancis co 26 new films just completed! The ABBOTT AND 


COSTELLO Show is now set to provide alert local and 
25.0 regional sponsors with a total of 52 big-marquee comedy 
Pulse hits, plus the cash-register power of selling by TV. 


* PROVEN BY RATINGS ...a show which has been 
consistently hitting top ratings all over the country. 


¢ PROVEN BY EXPERIENCE ...a show which dozens 
of blue-chip advertisers have found as the ideal 
answer to their TV problems. 


e PROVEN BY ALL AUDIENCES .. . because ABBOTT 
AND COSTELLO are as wonderful for the kids 


as they are for adults in literally millions of homes. 


hia Contact your nearest MCA-TV office 
In arg for further information TODAY! 


WEW YORK: 588 Madison Avenue — PLaza 9-7500 
CHICAGO: 430 North Michigan Ave. — DElaware 7.1100 

Y HILLS: $370 Santa Monica Bivd. — CRestview 6.2001 

FRANCISCO: 105 Montgomery Street — EXbroob 2.8922 

CLEVELAND: Union Commerce Bldg. — CHerry 1.6010 
DALLAS: 2102 Worth Akard Street — t 1536 
DETROIT: 1612 Book Tower — WOodward 2.2604 
BOSTON: 45 Newbury Street — C 1.5830 
MINNEAPOLIS: Northwestern Bidg. — LiNcoin 7863 
ATLANTA: 611 Henry Grady Bldg. — Lamar 6750 
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Weel Wait 


OU... 


Booklets, Surveys, Market Analyses, Promotional Pieces 


and Other 


Printed Product Information in 
Industrial Buying: A summary of 
one phase of the “Survey of Indus 
trial Buying Practices’ originally 
conducted by the National Industrial 
Advertisers issued by the 
sales promotion and advertising de 
partment of Sweet's Catalog Service. 


Association 


It shows how comparison of printed 
product 
basis for 


information was the sole 
the decision to buy or call 
a supplier's salesman in 60.10 of the 


i7¢ 


with a Ulewmaster™ 


ONE SHEET AT A TIME 


Literature Useful 


THE EASEL PORTFOLIO THAT DISPLAYS 


to Sales Executives 


makes considered. Five hundred and 
twelve purchases were surveyed: 383 
purchases of plant equipment, 55 of 
materials, 74 of component parts. 
These were covered: ap- 
parel, chemical, electrical, fabricated 
metal parts, food, machinery, primary 
metal, printing and publishing, tex- 
tile, transportation equipment. ‘The 
dollar each purchase is 
given, also the number of makes con- 
sidered, number of salesmen called in 


industries 


amount oft 


eo om, 
Spey 


or salesmen who came in, how the 
buyer decided which makes’ sales- 
men they wanted to see, and the re- 
lationship of printed product informa- 
tion to a supplier’s chances of getting 
the order. Results of the survey point 
up to the need for having organized 
product information in the buyer’s 
hands so that when need arises he 
knows where to get the product. 
Write to Garwood Wolff, Manager, 
Sales Promotion and Advertising 
Sweet’s Catalog Service, 119 W. 40th 


St.. New York 18, N. Y. 


The lowa Market: Findings of a 
study made by Iowa Daily 
Association, a group of 38 newspa 
pers that cover the entire state area 
with the exception of Des Moines 
and Polk County. The presentation 
outlines how an advertiser taps 75% 
of the retail sales in lowa—a total of 


$1,943 ,174,092 and tells how the 
Qe 


Press 


group gives a 79° coverage of house 
holds in the 71-county area covered. 
Since there is no single dominant mar 
ket in Iowa, it is pointed out that an 
effort to develop business on a state 
wide basis must consider the use of 
the most effective medium in each of 
the individual markets. Write to 
Herbert O. Tschudy, Executive Di 
rector, lowa Daily 


Press Association. 


A Look at the Railway Market: 
A report by C. Miles Burpee, vice 
president, Railway Age, which des 
cribes current trends in railway eafn 
ings and purchases; how the railway 


As each shedt is viewed, it is flipped 
ver the top. Special construction allows 
all sheets to lie perfectly flat without 
expensive cloth hinging. Loose leaf 
Simply lift Viewmaster by the front cover 
ind the automatic easel sets it up firmly 
Carried in stock in four sizes 


Sales 700d, Dae. 1704 W. WASHINGTON BLVD., CHICAGO 12, ILL 


outlook is shaping up for 1954. Pros 
pects now are that railway expendi 
tures for extensive improvements and 
for maintenance of transportation fa- 
cilities will continue at a high rate if 
general activity holds or 
even dips somewhat from its present 
level because (1) there were substan 
tial increases in railway earnings dur 
ing the first six months of 1953; 
(2) nearly $1 billion will be added to 
annual railway 
extension of increased freight 
through 1955; (3) an additional in 
crease of $55 million in yearly re 
venue is expected from the recent in 
crease granted the Railway Express 
Agency; (4) the outlook is favorable 
for legislation when the 

reconvenes. Estimated net 
after charges for all Class I 
for the first six months of 1953 ap 
proximates $418 million, an increase 
of $108 million, or 35¢€7 more than 
for the corresponding period in 1952. 
Write to G. H. Johnson, Sales Pro 
motion Manager, Simmons-Boardman 
Publishing Corp., 30 Church St., 


New York 7, N. Y. 


SEND FOR 
FREE FOLDER 


*Also 100s of other items. 


business 


income through the 


rates 


COMING 


The Sales Executive's Job Grows Bigger 
But He Isn't Paid in Proportion 


Congress 
Today he is probably a v-p and a member of the sennterd 


roads 


Board. But while doubling sales, his pay has risen 
only 20%, 


in Sales Management soon 
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ree success stories so solit 
you can hang 


your sales on them 


On Friday, October 2, Mabley & Carew, 
Cincinnati's largest men’s and women's 
specialty store, announced its Celebration 
Sale with seven pages in the Times-Star, 
three in the other afternoon daily, and one 
in the morning paper. The Times-Star carried 
almost twice as much linage as the other 
two papers combined. 


A week later, Pogue’s, 90-year-old depart- 
ment store, broke the news of its Fall Sale 
with nearly ten pages in the Times-Star, less 
than one in the other afternoon paper, and 
two in the morning paper. In short, 77% of 
the opening copy went to the Times-Star. Then early in November, 
southern Ohio's largest de- 
partment store, The John 
Shillito Co., opened its Novem- 
ber Sale by putting eleven 
pages in the Times-Star, less 
than seven in the other after- 
noon daily, one in the morning 
paper. That's about 60% of the 
space going to one of three 
dailies. 
. Now which newspaper do 
4 you think will do the most for 
your product? 


Retailers know 


newspapers’ selling power 


like nobody else! 
That’s why... 


in Cincinnati... it’s the TIMES-STAR 


National Representatives: O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco. 


instinctively, Are You 
A Good Leader ? 


Do you give your men the eight basic satisfactions which 


result in morale and good work? Whether or not you are a 


born leader, here are methods to improve your leadership. 


BY J. H. McQUAIG ~+ J.H. McQuaig & Co. 
Industrial Psychologists 


some sales Managers have a na 
tural liking for people. In their day 
to-day activities they constantly think 
of the welfare of others. Men of this 
caliber who are interested in the sales- 
men who work for them are natural 
leaders. They instinctively do things 
a good leader should do. 

Because they are sensitive to the 
needs and wants of others these na 
tural leaders keep the salesmen in 
their organizations satisfied. Men who 
work for them are cooperative and 
are W illing to work hard, because they 
know that the “boss” is concerned 
about their interests. Morale is high, 
and team spirit and work effort are 
strong. 

‘To get salesmen to work and to 
produce results is the aim of every 
sales executive. These conditions are 
sometimes dificult to obtain. The 
best way to approach the problem is 
to consider some of the reasons which 
provide incentive for men to work. 


Eight Satisfactions 


morale and 
work ettort are strong, these are the 
satisfactions for the worker: 


In situations where 


1. Security: this goes beyond finan 
cial security and is reflected in a feel 
ing that the boss likes him and is try- 
ing to help him. 


2. A sense of belonging: a feeling 
of being part of a team. 


3. Recognition: praise and recogni- 
tion tor work well done. 


4. Satisfaction as a _ result of 
achievement: the satisfaction derived 
from having a job which he can do 
and the training to enable him to do 
it well. 


5. Policy-making: the belief that he 
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has a voice in making the policy he 
must carry out. 


6. Status: knowing that his job is 
important and is recognized as such. 

7. Money: adequate pay for a job 
well done. 


8. Opportunity to advance: the 
knowledge that hard work and good 
results will be rewarded by promo 
tion. 

Insofar as the sales executive pro- 
vides his men with the opportunity te 
satisfy these job needs, his salesmen 
will be enthusiastic and put forth real 
work effort. 

The natural leader vives his men 
opportunities for job satisfaction be 
cause he likes people and enjoys build 
Ing men up. But every sales executive, 
whether or not he is a born leader, 
can do these things better in the fol 
lowing specific ways: 


1. Show a friendly attitude toward 
each salesman. Make each man _ be 
lieve that he is liked, that you are in 
terested in him, and that he is appre 
ciated by the company. Convince him 
of the fact that you are trving to help 
him to get ahead and achieve his 
goals. 

2. Make him believe that he is part 
of the team which is making the com- 
pany successful—that his work is im 
portant and that he is contributing 
to the success of the organization. 


3. Study his grievances and try to 
correct them. Recognize his sugges 
tions for improvement and give him 
full credit for them. See that he gets 
recognition when he does a good job. 


4. See that he has a territory which 
he is capable of handling and that he 
is given the training and guidance 


needed to do his job well. Make cer- 
tain that his job is a challenge to him 
and that it gives him an opportunity 
to use his talents. 


5. Ask his opinion occasionally 
about policy matters. Consult him 
about possible changes. Encourage him 
to think about the over-all company 
policy in his day-to-day work and 
welcome his suggestions and ideas. 
Many suggestions will be usetul. 


6. Make him believe that selling 
is an important job not only in his 
own organization but in the economy 
in which he lives. Convince him of 
the contribution which the successful 
salesman makes to the prosperity of 
the country. 
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7. Pay him adequately for what he 
is doing with extra money for extra 
eftort. 


8. Give thought to where he goes 
from his present job. Give him oppor- 
tunities for training that will fit him 
for a bigger future. Help him to aim 
at the right level and give him the 
guidance to achieve his goals. You'll 
find personal satistaction in this kind 
ot leadership. 

Any sales manager who can do 
these things has created a situation 
in which his men satisfy most of their 
own needs, while they work to achieve 
the goals of the organization. You 
then achieve mutuality of interest. 

The sales manager’s job is to help 
his men with their problems, to in- 
sure that they get proper training, 
guidance and supervisory assistance, 
to help them to follow company pol 
icy, and to satisfy their basic needs 
on the ob. If he does these things 
well his men will work with him in 
any way he suggests. They will get 
satisfaction from their jobs and will 
show high production figures, which 
are what both want. 

This approach to work of a supe: 
visory nature is not easy. It requires 
confidence and knowledge of people. 
the abil 
ity to sell men on doing good work. 

Like any other kind of selling, the 
customer must be satisfied. If we 
want men to work for us we must 
give them a satisfying situation in 
which to work and a satisfying job 
to do. The End 


It also requires sales ability 


Correction on November 10 
Income Study 


P. 90 Westchester County. The © 
of consumer spending units in the 
$7,000-and-over income group was 
listed as 20.6. The correct figure is 
30.6. 


Are Your Hiring Costs too 


BY JESSE S. NIRENBERG, Ph.D. 
Industrial Psychologist, TradeWays, Inc.* 


Nobody likes to tell his child that 
Old Nick is just a figment of fantasy, [ encavetwnty - -- - - - LEARNING ABILITY 
ind salesmen have to have their he- worn camaciry ) 
roes too. But, let’s face it, the guy CREATIVITY ~~ - ~~, VERBAL FACILITY > MENTAL ABILITY 
“who can sell anything’ is in the 
same class with the fish that got e REASONING 
away. And if you grill a sales man 
ager under a hot lamp he'll contess REFLECT 

\VENESS 
this little truth. 

.K. So why all the fuss about it? 
Just this: Every year thousands of 
companies add thousands of dollars 
to their overhead by hiring and train- 
ing salesmen who look like “naturals” 
to sales managers but who don’t make 
the grade. Meanwhile, they pile on a 
large hidden overhead by showing —~* a 


OOMINANCE 


TEMPERAMENT IMPULSIVE- SALES 
NwESS JUDGMENT 


STABILITY INTERESTS MINODEONESS 


) 
| eworiowat SALESMAN > SALES- 


the door to high-potential sales appli- 

cants because they don't look like the 

sales manager’s mental image of our — ‘“ 

hero. the universal salesman. 13 characteristics of a sales personality 
Have you ever heard a sales man- 


ager claim, “I know a good salesman a> The lines extending out from the center represent personality 
when I see one’? He’s really saving characteristics. As the individual grows, he develops in many differ- 
that he carries in his mind a sitmdin, ent directions simultaneously. On the diagram, the individual, as an 
typed picture of the ace salesman, infant, would start at the center and as he grows, extend outward 


: | ial lines. Now... 
and compares each sales applicant along the radia 


with this picture. This picture is a 
blend of the sales manager’s own 
characteristics, the characteristics he 
guesses make for success in his top 
nttiaies 4 : yaa 
ane and impressions he’s grown Here is how to apply them 
It’s unscientific and expensive and 
something can be done about it. First 
of all, let’s recognize one basic prin- 
ciple. Salesmen who are top-flight in 
one field may fail in another, and 
successful past pertormance for one 
company provides no guarantee of 
future success with another. 
Personality requirements for sales 


@ A point could be marked on each radial line to indicate the extent 
of development in each personality characteristic. When a line is 
drawn connecting these points, a contour will be formed which repre- 
sents the selling personality pattern of the individual. 


men vary among companies. And to 
hire salesmen efficiently ‘the sales 
manager should have an accurate, 
objective picture of the personality 
requirements of salesmen for his REASONING 
company. 


PRODUCTIVITY =< . LEARNING ABILITY 
WORK CAPACITY 
CREATIVITY . VERBAL FACILITY MENTAL ABILITY 


/ 


This cannot be developed by sit- | REFLECT 
ting down beforehand and deciding — 
what characteristics salesmen should 
have. The successful salesman of a 
product must be examined psycho- 
logically to find out what qualities he 
has. 


DOMINANCE - 
| 


wr 2 \MPULSIVE- SALES 
eeteeeeile ter JUDGMENT 


TT : es | EMOTIONAL . ~s sacesman > SALES- 
Selling personality can be divided | STABILITY : INTERESTS MINDEONESS 


into four broad groups: (1) Mental 
ability; (2) Salesmindedness; (3) SOCIABLENESS ee | 


*New York City 
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Is it because you claim, "I knowa good salesman when | see 
one’’? Personality characteristics for salesmen vary among 
companies. Here's a plan to match the man to your job. 


PROOUCTIVITY . LEARNING ABILITY 
WORK CAPaciTY ? 


| CREATIVITY »- VERBAL FACILITY MENTAL ABILITY 


REASONING | 


if 


REFLECT 
WENESS 


DOMINANCE 
} 
‘ 
TEMPERAMENT IMPULSIVE- SALES ) 
NESS JUOGMENT 


OsusuTY - SALESMAN > SALES 
INTERESTS MINOEONESS 


| SOCIABLENESS SOCIAL SKILLS | 


This sales job calls for this kind of personality 


@ This is what a contour range would look like if developed for a 
specific company by testing a selected sample of that company’s 
successful salesmen. Each sales job has an acceptable range for each 
personality characteristic. This acceptable range extended over the 
different characteristics forms a range contour bounded by the upper 
and lower limits for each characteristic. 


It's a guide for future sales selection 


@ Each sales applicant is given a battery of tests similar to that 
used in developing the Personality Contour Range Graph. A graph is 
constructed for each applicant. It is checked against the range graph 
by placing the line graph under the range graph, drawn on a trans- 
parent surface for permanent use. When the contour line lies within 
the contour range over its entire length, the sales applicant qualifies 
with regard to selling personality. When he lies outside the range 
over certain portions, he is not necessarily rejected but further 
investigation is recommended. 


PRODUCTIVITY - LEARNING ABILITY | 


worn capacity 2 


CREATIVITY i - »- VERBAL FACILITY » MENTAL ABILITY 
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WENESS 
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TEMPERAMENT < \MPULSIVE- 
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Temperament; and (4) Work ca- 
pacity. The four groups can be fur- 
ther sub-divided into 13  character- 
istics: 

Mental ability: Learning ability; 
Verbal facility; Reasoning 

Temperament: Sociableness ; Emo- 
tional stability; Dominance; Impul- 
siveness ; Retlectiveness 

Salesmindedness: Sales judgment; 
Salesman interests; Social skill 

Work Capacity: Creativity; Pro- 
ductivity. 

In all characteristics of produc- 
tivity and creativity, the extent of 
development is expressed except those 
in percentiles. The percentile attained 
for a characteristic indicates the per- 
centage of the tested population the 
applicant is superior to in that char- 
acteristic. For example, if his point on 
verbal facility is at the 70th percen- 
tile, he is better than 70% of the peo 
ple tested for verbal facility in this 
way. For productivity and creativity, 
the number corresponding to his point 
on the radial line, is the score achieved 
on a test out of a possible top score 
of 100. The heavy line of the 50th 
percentile represents the level of 
average development. 

When a sales job applicant is 
tested a Personality Contour Graph 
is drawn up depicting his selling per- 
sonality. The most desirable contour 
would vary with each company since 
different types of selling require dif 
ferent patterns of development. of 
personality characteristics. 

For example, let’s compare the per- 
sonality requirements of an adver- 
tising space salesman with those of 
a salesman of industrial equipment. 
With regard to mental abilities, both 
should have about equal learning 
ability and reasoning power if the 
industrial equipment is not too com- 
plicated. However, if the job requires 
mastery of the intricacies of a com- 
plex machine tool and its place in the 
production sequence, greater learning 
ability and reasoning power may be 
required of the industrial equipment 
salesman since he may have to learn 
quickly his customer’s operations and 
needs, aad help him in reasoning to 
solutions of complex problems. ‘The 
advertising space salesman is likely 
to need a greater verbal facility. He 
usually works for a dispenser of 
words, a publisher, markets space to 
be filled with words and _ pictures, 
and sells to an advertising executive 
who is also preoccupied largely with 
verbal messages. 

Salesmindedness should be present 
to a great extent in both kinds of 
salesmen. Advertising space is an in- 
tangible, and returns on investment 
are more difficult to see. Persuading 
the buyer to pay money for space 
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THE WEST’S GREAT 
“KING SIZE” HOTEL 


“King Size” Rooms 


1500 rooms, large majestic 
rooms for gracious living in 
the grand manner. You'll be 
royally served at the beauti- 
ful Biltmore Hotel. 


“ ® ‘ 
King Size" Service 
A staff of 1500 people. News- 
papers at your door. Room 
clerks on every floor. Circu- 
lating ice water. Sewing kits 
. + Kleenex. 


l a s 
King Size" Parking 
Inside parking for 4000 cars 
surrounds the Biltmore Block. 
Four times more parking area 
than any hotel in the world. 
Drive direct to the Biltmore. 


FOR RESERVATIONS 
Phone Michigan 1011 
Teletype LA 854 


BILTMORE HOTEL 


5th St., 6th St., Olive and Grand 
LOS ANGELES 


ELMER WHEELER 


announces 4 special 
group plan for 


"SIZZLE" 
SALES TRAINING 


sizzle eelling impact 


3 
3 
; 
; 


If you wo 


vb ‘ 
now designed for home study 
Group Pian Becomes Your Sales Training De- 
partment. Ii alesmen « 1 
fr t 


Famous 
corn pane 
Remington 
cashed in on t 
selling words and phrases 
it for fu letails now } movie 
Wheeler Sizzliemanship available 
request. Ask for it 
ELMER WHEELER SALES TRAINING 
INSTITUTE, Home Study Division, Dept 
SM-69, 664 N. Michigan Ave., Chicago 11, Ii! 


means presenting a word picture ot 
advantages, returns, and reassurances 
which must take the place of the 
concrete reality of industrial equip- 
ment. While the industrial equip- 
ment salesman can point to concrete 
objects, the advertising space sales- 
man can only offer abstractions. Both 
want a concrete object, money, in 
return. 

Anyone who has ever tried to get 
a child to give up an immediate con 
crete pleasure, such as playing with 
a tov or eating candy, for some ab- 
stract principle such as, “It doesn’t 
belong to you,” or, “It’s not good 
for you,” knows this requires pretty 
hard selling. Some of this tendency 
remains in the adult. And, as a re- 
sult, an space 
probably needs more sales judgment, 
salesman and skill 
than does the industrial equipment 


advertising salesman 


interests, social 


salesman. 


Needed Personality Trcits 


With regard to temperament, so 
ciableness is certainly needed in large 
by all Similarly, 
emotional stability and dominance are 
highly desirable traits. These last two 
are probably needed in larger amounts 
in advertising space salesmen than in 
industrial equipment salesmen, since 
the former are more likely to experi 
ence frustration as a result 
of the more dogged and complex re 


amounts salesmen. 


greater 


sistance to buying intangibles. 
A certain amount of impulsiveness 
since it 


is welcome in a salesman 


makes for more spontaneity and 
warmth, and gives an impression of 
fallibility 
take than 


play of 


always easier to 
The 
fantasy in the 
world probably calls fon 
than the 
tional approaches in industrial pro 


which is 
perfection. greater 
advertising 
more im 
pulsiveness more conven 
Reflectiveness 
better in 


duction organizations, 
in a salesman is generally 
small amounts since most of a sales 
man’s energies should be directed to 
the world about him rather than that 
within him. Salesmen should apply 
their 


ideas and products, and persuading 


energies more to promoting 
people, than to organizing, analyz 
ing, and and thei 
ramifications. However, an indus 
trial equipment who is 
called upon to develop applications of 
his product and help solve the cus 


weighing ideas 


salesman 
tomer’s problem in the process may 


fairly high 
flectiveness. 


need a amount of re 

The emphasis, so far, has been on 
how much of each characteristic is 
required. That is, what minimum 
amount is allowable. An important 


supplement is the idea of maximum 
amounts. Too much of certain per- 
sonality characteristics will interfere: 

For example, too much learning 
ability may mean a greater desire for 
knowledge and intellectual challenge 
than can be found in selling, and can 
result in dissatisfaction and eventual 
flight from the field. Too highly de- 
veloped reasoning power! will fre- 
quently involve a scrupulous 
for logical arrangement and analysis 
and may dampen and 
imagination which are such effective 
selling characteristics. 

A too highly developed vocabulary 
may make for too much concern with 
precision in wording and too great 
abstract language, which 
leaves the buyer groping for meaning. 
Concrete down-to-earth 
more effective in getting a sales mes 


oncern 


spontaneity 


a use of 
language is 


Sage across. 

However, the advertising salesman 
operates people ot 
verbal sophistication where profit de- 
pends on verbal effect, and ears are 
attuned to nuances and connotations. 
Therefore, the upper limit for verbal 
facility should be highe: for the ad 
than for the industrial 
equipment salesman. 

Certainly, a high level of sociabl 
ness is required in all salesmen. A 
salesman must want to be with 
people. But, again, there are limita 
tions. much 
cause the salesman to lose sight of his 
goal. He will then act as though his 
prime job were to cultivate good in 
terpersonal relationships rather than 
to make sales. He will be 
an ambassador than 
the means will have become the end. 


among greater 


vertising 


‘Too sociableness can 


more vot 


a salesman, and 


Space Sales Traits . 


Comparing the two types of sales 
is likely that selling 


tising space would require more so 


men, it advei 
ciableness because it is intangible and 
more energy would be needed for the 
interpersonal aspects ot the sale. In 

industrial espe 
that of the 
salesman’s energies become partially 
the technical 
the product. He becomes immersed 


selling 
cially 


equipment 
complex nature 
absorbed in aspects of 
in production problems and product 
applications as well as in social prob 
lems, and his interests are likely to 
be somewhat 
people. However, this is relative. For 
all salesmen are more interested in 
people than in anything else. 

High dominance is 
selling since selling is basically an 
attempt to control the customer to 
the extent of buying. However, domi- 
nance has its upper limit, 


less concentrated on 


essential in 


since if 
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this tendency is too great it can result 


the kin of gree which oom“ OtIMUlates our customers’—Strodel 


duces resentment in buyers, and in 
power struggles with sales managers. 


The need to control people is 


likely to be greater in advertising 


space salesmen than in industrial 


equipn ent salesmen simply because 
the latter may have come into selling 
through an interest in the technical 
aspects of the equipment. Of course, 
dominance must be there but the ad 
vertising space salesman has nothing 
concrete to work with. However, if 
the space salesman offers campaign 
and copy ideas as well, these interests 
may form a larger part of his mo- 
tivation, and his need to control 
people might be less influential. 


ow“ - es 


. the price of a product is a 
much-wanted piece of information by 
the great majority of its prospects CHICAGO, ILL.—“‘As women go, so go in bettering their home furnishings.” 

. . the price is real, hot news. Good , 7 eae Sa af _ = 
sales,” says Frederick C. Strodel, 
or bad, it will have to be learned e 23 Barry More than 4,525,000 homemakers 
vice president and home furnishings ; ate ; 
: ay. are guided by McCall’s in buying for 
merchandise manager of The Fair. : ne ‘ 

Fe : ‘ their homes and families. If your 
They’re the key persons in almost ; : 
: ’ product belongs in the home, it 

—Mosher Story Hutchins every purchase. belongs in 
Cooperative Advertising “We give a lot of credit to women’s ; 


PtP dhtatatnddeiibhamniaitin service magazines like McCall’s for @ 
stimulating our customers’ interest 6 ql] S 
If the space salesman does con- J) AC kw 


tribute promotional and copy ideas, 
then creativity becomes an important 


eventually if the sale is consummated. 
So why not now?" 


asset. Similarly, if the equipment COOOSOOOOOOOSOOEOOOOOSOOSOEOOOOOODOOOOOOOOS HURROOOEEOO® 
salesman must develop new produc 

tion uses then he, too, needs crea 

tivity. However, high creativity . 

where little is really used in selling Coming... 

may cause the salesman to lose in 
terest in the job and seek one which 
utilizes his creativity. 


Psychologically testing employed ",.. Those Heavenly Carpets" Soaring 


personnel in order to develop a psy- 


Streamlined Sales Strategy Sends 


chological vardstick for measuring job 
applicants is a basic approach used In seven years the sales and 


et ee ee acceptance of James Lees & Sons 
areas. du i o > ar, ili ‘ 2. ; , 
irea | ring the war, military re Co. of hidnonert, Pa. “aoe sailed 


quirements greatly advanced — this 

work. However, such research in the upward faster than in an entire 

sale eld < e lative SI se 

sales field has been relatively parse. century before. 

Currently, more work is being done , 4 — = 

by psychologists as companies realize What's behind this rise in sales 

that they must develop ag from $31.3 to $65.1 million? 

Instruments specific for their com 

ns Lawrence M. Hughes takes you 
This is a research approach. It is behind the scenes in his typical 
( sed 0 1 *( 1 “as a sales ’ i 

not based on fixed ideas in a salt "dig deep" reporting and sup- 

manager's mind about what it takes, : ' 

screanality-wiee, to sell bis greduct. plies you with the answers—and 

It means going to the source, and reasons for them. 

through scientific techniques extract 

ing information which neither the 

sales manager nor the salesman could in Sales Management 

provide. It makes money for the com December 15 

pany, and costs considerably less than 

to train just one salesman 

who doesn't make the 


it does 
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Et Sead nomoagyt 


Privat plain) 


mill todky7 { 


The above headline is merely an old advertising dee-vice 


to call your attention to Einson-Freeman’s annual Christmas keepsake... 
offered with good will towards men, and kindly feeling for other 
dumb animals ...if you ask for it on your business letterhead. 


The homely hombre in left field (self-sketched, 
so he can’t sue us for libel) is Ed Smyth. He hails 
from St. Louis which is Out West somewhere. 

He liked our 1952 keepsake, George Bellows’ 
“Gramercy Park,” and sent a hand-drawn letter 
stating same. He added, “Have you ever thought 
of doing a Russell or Remington one of these 
Xmases? It'd make lots of us ex-cowboy and 
Indian players mighty happy.” 

Mr. Smyth is not only an artist, but a good 
judge of character. Our character, anyway. 

For several years, our Christmas keepsakes 
have been reproductions of the work of eminent 
American artists, such as Grant, Waugh, Curry, 
Benton, Wood, Bellows. 

Now, Einson-Freeman has art directors who 
have convictions about art, salesmen who have 
convictions, lithographers who paint on Sunday; 
and Al Hailparn, our President, knows a couple 
of live artists personally. So the selection of the 
keepsake artist usually results in a rhubarb. Often 
to the neglect of our business—which is making 
superior displays for sophisticated advertisers. 

The Remington suggestion occasioned neither 
dissent, nor distraction from business—which is 
a nice compliment to Messrs. Smyth, Remington. 


Tue Remington rated first by art critics is 
privately owned, and not available. But second in 
the consensus of critics is “The Emigrants,” and 
permission for reproduction was secured from the 
Museum of Fine Arts of Houston, 


Frederic Remington had advanced from 
popular illustrator to fine artist in his own life- 
time, and his repute has grown since his death. 

At first, neither publishers nor critics were 
much impressed with his work. In the eighties, 
the Noble Redman was a national nuisance who 
discouraged European investors. Remington’s 
crude subjects and realism were resented. 


Remington’s importance rests on his visual 
reporting of the pioneer West, a lasting reference 
of a race of men and a way of life irrevocably 
gone as the Aztecs. 


Born In 1861 in Canton, New York, Frederic 
Remington later lived in Ogdensburg. He spent 
two years at Yale, in the newly established Art 
School; played football with Walter Camp, boxed, 
drew cartoons for the Yale Courant. 

Dissatisfied with conventional art instruction, 
he quit Yale. A small legacy from his father, and 
unrequited love sent Remington on the first of 
many Western trips. He worked as cowhand, 
wagon driver, or drifted. Later, he spent several 
summers with the Army, and among Indians. 
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THE EMIGRANTS by Frederic Remington, lithographed full size 26'4 by 17°% inches, 


In 1886, his work began to appear in the 
magazines, and thereafter was much in demand. 
He served as war correspondent during the Sioux 
uprising in 1890, and in Cuba during the Spanish- 


ns! Francis Parkman and Theodore Roosevelt; 
and was a successful sculptor. 

In 1903, Collier's Weekly began the 

publication of paintings in full color in 


(a) 


double spreads, at $1,000 per subject; 
and ran as many as twenty reproductions 
a year. Reprints of the series were extremely 

“yy popular and are collectors’ items today. 
Remington died suddenly, after an operation 
for appendicitis in 1909, in his forty-eighth year. 
The known total of his drawings and paintings 


~, American War. He illustrated the books of 
P. 
7 


totals 2,739, published in forty-one periodicals 
and 142 books. He was the author of eight books. 


Our reproduction of “The Emigrants” was 
made in our Fair Lawn plant this past summer; 
and became the almost personal project of our 
technicians. The lithograph is full size, full color, 
an exact and beautiful rendition of the painting. 

The edition is limited to 2,000 copies. Your 
request in writing on a business letterhead will 


bring one... with the season’s greetings of... 


Vingsonelreeman Co., ue. 


Artistic and altruistic lithographers 


Starr & Borden Avenues ¢ Long Island City 1, N.Y. 
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THE MYTH 
OF PRICE 
RESISTANCE 


For the average salesman nothing is 
more real — or more troublesome — 


than price resistance. 


How many times has a salesman of 
yours said: ‘'l could sell more if only 


our prices were lower!!"’ 


Yet he's wrong, dead wrong. 

He believes a myth. A myth that sales 
are lost because his price is too high. 
Price is never the sole factor in a 
turn-down. 

We know it... you know it. If only 
he knew it. 


Yet he can when he realizes that 
price is relative to value. Dispel the 


myth of price resistance with: 
“PRIDE IN PRICE” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


You may obtain a preview 
without obligation. 
Write for details. 


WESTEN-WILCOX 


6108 Santa Monica Blvd. 
Los Angeles 38, Calif. 


WORDS FOR SELLING: Mrs. Dorothy Burgess, director of retail education for the Wool 
Bureau, discusses seven specific qualities of wool that make effective capital for retail 
salespeople to use in discussing fabrics and garments with custcmers. Hile-Damroth’s 


“Black Magic” board helps to build the story. 


400 Adopt Wool Bureau 
Retail Training Course 


Tools and props are simple. Instructions are specific and 
easy to follow. Graphics are used to add visual appeal. 


According to the NRDGA, 
sales training directors fail to use a 
large proportion of the very expen 
sive and elaborate training material 
furnished free to them by industry. 
Why? Because, says NRDGA, the 
material is not practical—not simple 
enough nor easy enough for busy 
training personnel to use. 

With this in mind, the Wool 
Bureau makes a special point of de 
signing its sales training aids to avoid 
those handicaps. When the organiza- 


retail 


tion inaugurated its sales training aid 
program two years ago, it developed 
materials that are both basic and sea 
sonal in nature. Both types are prac 
tical and simple, and can be used 
with comparatively little effort on 
the part of the training staff. 
Specifically, the ynaterial 
does two things: 


ottered 


1. Provides sound, basic informa 
tion on the sales advantages of wool. 
. Stresses the fashion appeal of 
wool for the current season. For 


example, “Elegance” is this season’s 
special theme. One section of the 
training touches on “the dimensional 
look” and ‘3-D’’—phrases 
mended to salespeople for referring to 
“textured” fabrics, such as_ boucles, 
tweedy and “whiskered” fabrics, all 
popular this season. 

‘That the Bureau's formula is right 
for the stores—at least 


recom, 


insotar as 
is proved by the 
enthusiastic acceptance of its materi- 
als. Sent only on order, they were 
used originally by 110 stores. The 
number has risen to over 400 for the 


wool is concel ned 


current fall season. Training is being 
given to more salespeople in the indi- 
vidual stores to those who sell chil 
dren’s wear and men’s wear, as well 
as to those in fashion and yard goods 
departments. 

Seasonal furnished 
year, in fall and spring. 
‘Their main feature is a meeting, an 
outline for which is furnished to the 
department store manager. A visual 
aid, usually a wall chart, is also pro 


materials are 
twice a 
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vided, as are reference booklets for 
the salespeople. 

The fall meeting, with Elegance as 
its theme, lasts about 20 minutes. 
7 he B ireau’s guide raises the ques 
tion, “What Will You Accomplish 
in this Meeting?” In addition to 
capitalizing on the idea of Elegance 
it recommends giving to salespeople 
an understanding of the importance 
of fabric in the fashions they sell 
and giving them “a wool vocabulary 
for more effective sales talks.” 

One of the props is the Bureau's 
wall chart, with swatches to illus 
trate the four most important classi- 
fications of wool fabrics for fall. 
(The chart is attractive enough to 
be used later as a display, if desired.) 
Then there are leaflets to be dis- 
tributed to salespeople, also based on 
the Elegance theme, and reterring 
to the most popular w ool fabrics of 
the vear. One section is headed, 
“What vou can say about wools,” 
and outlines arguments that ‘Wool 
is wrinkle-resistant ... absorbent... 


non-flaming .. . easy to handle,” ete. 


Do Not Memorize 


The department head or other per- 
son who conducts the meeting is not 
supposed to memorize the guide, but 
may use its headings as leads into 
the various topics discussed. “There 
are suggestions tot ‘business’ —that 
is, for printing on the blackboard or 
oversize display pad such phrases as 
“The Dimensional Look” or ‘The 
Tersey Look,” following up such 
action with the fingering of the ma 
terial a garment trom the store’s 
own stock. 

The non-seasonal, year-round ma 
terials furnish basic information on 
wool. An extremely popular training 
aid, offered on loan only, is a Felt 
Board which utilizes a ‘“‘totem pole” 
device to build up, graphically, a 
column of characteristics indicated 
by ‘“Pictograph-type” symbols. The 
seven qualities, each lettered on a 
svmbol card bearing the illustration 
of a ram's head, are these: Wrinkle 
Resistant, Absorbent, Insulator, Af- 
finity for Dve, Non-Flaming, Easy 
to Handle, Durable 

The Felt Board presentation is 
made before groups, and for this 
there is also an instructor’s guide. 

Stores are provided with instruc 
tions for making their own boards, or 
the . I that a ready-to-use 
board may be bought trom Hile 
Damroth, Inc., for $19.50, plus post 
age. 1} “ boards have been widely 
used. Points dramatized through the 

us visual aid are forceful 
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ae The responsibilities and authority of 
important men make them especially 
responsive to The Wall Street Journal's 
business information. And this is true 
whether it’s in the news columns or in 

the form of advertising. 


if you have news for American business, be sure to 
include the medium that American business subscribes 
to... reads regularly... and considers most helpful. 


ABC Circulation: 258,448 (6-mos. average, Sept. 30). 


THE WALL STREET JOURNAL 


Published at 


*NEW. YORK *EHICAGO 
(Eastern Editior Midwest Editior 
44 Brood Street 71} West Monroe Sire 


ABOUT THE FORT WORTH 
TRADING AREA Goce SHOULD 
KNOW! 


EFFECTIVE BUYING INCOME OF THE FORT WORTH 
AND WEST TEXAS TRADING AREA ($2,848,631,000) 
SERVED BY THE FORT WORTH STAR-TELEGRAM 


EXCEEDS 


THAT OF 22 DIFFERENT 
STATES! 


Arkansas New Mexico 

Arizona North Dakota 

Colorado Oklahoma 

Delaware Oregon 

Idaho Rhode Island 

Maine South Carolina 

Mississippi South Dakota 

Montana Utah 

Nebraska Vermont 

Nevada West Virginia “SOURCE: 1953 SALES MANAGEMENT 
New Hampshire Wyoming SURVEY OF BUYING POWER 


. FORT WORTH IS THE GATEWAY TO THE RICH WEST TEXAS MARKET! 


The West Texas market stretches for more 
than 300 miles to the West and more than 
100 miles to the North and South of Fort 
Worth. Within its boundaries are cities that 
range in size from a few hundred popultion 
to over 400,000. It is one of the nation’s 
busiest markets. 

Into this market of 1,928,700 people Texas’ 
largest newspaper is delivered with such mer 
chandisable home coverage that your selling 
story is bound to be seen and read. The Fort 
Worth Star-Telegram reaches 95% of all Fort 
Worth metropolitan homes daily and 86% of 
all Fort Worth metropolitan homes Sunday. 
(Metropolitan population, 408,100.) 

The Star-Telegram has many times proved 
its ability to produce for the advertiser the 
results he desires from newspaper advertising 
The Star-Telegram stands ready and eager to 
serve you! 


FORT WORTH STAR-TELEGRAM 


AMON G CARTER "Publisher 


AMON G CARI J Py dent and Notional Advert nq Oireeto 


LARGEST CIRCULATION IN TEXAS 
WITHOUT the Use of Contests, Schemes or Premiums — ‘Just a Good Newspaper” 


simple illustrations on symbol cards 
that utilize the attraction of sand- 
paper to wool; no pins or other 
fasteners are used. 

The totem pole treatment starts 
when the narrator places the ‘Wool 
Is Wrinkle-Resistant” card at the 
bottom of the board, on one side. 
After the symbol has been put into 
place, she attaches other symbol cards 
to the center of the board, each dem- 
onstrating some other point. The 
procedure is repeated, with a new 
card added to the totem pole for 
each characteristic, and different il- 
lustrative cards placed in turn on 
the center of the board. For examplg 
absorbency is illustrated by cards de, 
picting a clam (‘Wool never feel 
clammy”); the wool fiber (magnf 
fied); a kerosene lamp to indicate 
that moisture does not travel as 
quickly through wool as through a 
lamp wick) ; a lightning bolt (to call 
attention to the fact that wool—since 
it retains moisture—has little chance 
to accumulate static charges). 


How to Use Visual 


The success of such a presentation 
depends largely upon its smoothness. 
The instructor's guide recommends 
practice. Simple cartoon drawings 
illustrate the point-by-point instruc- 
tions, showing (for example) how 
to attach the symbol cards (“*hang— 
don’t push them to the board’). 
Some of the suggestions deserve at- 
tention from any lecturer, among 
them, “Don’t stand in front of the 
board; work from either side,” and 
“Read the lettered symbols only after 
they are up for a fraction of a second, 
and your audience has had a chance 
to read them. In this way they will 
first see, then hear, the words.” 

The Bureau does not confine its 
educational program to stores, but 
also works in the field of distributive 
education, with students who can use 
knowledge of wool in their future 
careers. ‘There is also a course for 
adults. “These are, naturally, more 
comprehensive than the materials 
supplied to stores, running respec- 
tively to 16 and 10 hours. 

The immediate ‘need, though, is 
for training at the retail level. ‘The 
effectiveness of the Bureau’s program 
is aptly summed up by the fashion 
director of a large southern store: 
*.. A unique and easy way to show 
selling associates the virtues of wool. 
Seeing is always the surest way of 
remembering.” 

The Wool Bureau’s program is 
under the direction of Mrs. Dorothy 
W. Burgess, Director of Retail Edu- 
cation, The End 
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NEW ADDITIONS to The AMERICAN WEEKLY'S family of powerful distributing 
newspapers increase this great Sunday magazine’s strategic market coverage 
and strength . . . Knoxville, Tenn. Journal, starting January 31st—Huntington, 
W. Va. Herald-Advertiser, starting January 31st—Corpus Christi, Texas Caller- 
Times, starting September 5th—all next year. 


x 
ENTHUSIASM is interest raised to the buying pitch! 


THE AMERICAN WEEKLY, 63 VESEY STREET, NEW YORK 7, 
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She Never Grows Old 


Morton's little girl with the big umbrella was found in 1913 
in a discarded rough of the first advertisements. 


Ham goes with eggs, syrup with 
watHes, With what do you associate 
a little girl with a big umbrella? 

Morton’s Salt, of course. 

The little girl with the big um- 
brella is the trade mark that has ap 
peared on the familiar round, blue 
package with the slogan ‘“‘When It 
Rains It Pours,” and she’s been sell- 
ing for Morton’s these 40 years. 

The girl-with-the-umbrella trade 
mark is a cornerstone in) Morton 
Salt Company's (Chicago) advertis 
ing and sales program for its table 
salt, the best known product made by 
the company, 

The decision to give Morton 
Table Salt a distinctive package and 
to couple it with a symbol that would 
be remembered was reached in 1913 
in a room on the seventh floor of the 
Railway Exchange building. The 
year in and year out program that has 
backed up the original idea for trade 
mark, slogan and package has been 
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so successful that in one survey of 
4,000 housewives, made several years 
ago, more than nine out of 10 of them 
were familiar with these character- 
istics of the product and package. 

How is a trade mark born? Sterl 
ing Morton, chairman of the board 
at Morton Salt since 1946, tells the 
story of the adoption of the umbrella 
girl trade mark at the time when the 
company decided to advertise (1913). 
At that time, the general shape of the 
cylindrical container and the charac- 
teristic blue color, as well as the fold- 
ing metal spout on top had been de- 
termined and put into use the year 
before. 

Looking back, Morton says: “It is 
hard to realize, but, aside from a few 
little souvenir specialties, trade paper 
‘cards,’ postcard quotations to the 
general trade and follow-up letters on 
inquiries, our company at that time 
did not advertise.” 

At the first conference with the 


advertising agency (not the company’s 
present agency) initial ideas were pre- 
sented that led to the adoption of the 
trade mark and the now familiar 
slogan underlining the pourability of 
the salt, an already established prop 
erty of the Morton product. 

The sales force operated on a mod- 
est basis. “Only a few salesmen were 
employed. The bulk of the sales were 
made either on postcard quotations 
or on follow-up inquiries.” What 
sparked the decision to advertise? Be 
cause of the acceptance of the product, 
after a brief consumer test it was 
decided to begin a planned campaign 
of advertising.” 

How to bring glamor to an ordin- 
ary, staple product like salt? Cer- 
tainly it wasn’t photogenic, and it 
would be hard to tantalize the taste 
for it with advertising copy. Morton’s 
advertising agency, newly acquired, 
failed to share their client’s enthusi- 
asm for the product. As Morton him- 
self describes it: “We then entered 
into our first relations with an adver- 
tising agency. The agency didn’t seem 
particularly impressed with the honor 
we had paid it! 

“But in due course the account 
executives came over with copy for 
the first 12 ads. I wish they had all 
been preserved, as they would be 
interesting, historically. Twelve had 
been selected by the agency’s experts 
and there were three additional draw- 
ings ‘on the bench’ as possible substi- 
tutes,” 

One of the agency men suggested 
that the Morton Salt people look at 
the three substitutes to see if there 
were any of them they liked bette: 
than the 12 which had been given 
the agency’s stamp of approval. “I 
was immediately struck with one,” 
Morton said. “It showed a little girl 
with an umbrella over her head, rain 
falling, a package of salt under her 
arm, tilted backward with spout open 
and the salt running out. It struck 
me that here was the whole story in 
a picture—that the message that the 
salt would run in damp weather was 
made beautifully evident. I immed: 
ately said that we could find no better 
trade mark, and it wasn’t many weeks 
before such labels were being put on 
the cans.” 

The final point to be decided at this 
meeting was the selection of an ap- 
propriate slogan. Such phrases as 
“flowing,” “non-caking,” “non-hard 
ening’ and “free running” had _ all 
been used in the copy submitted by 
the agency. However, another state 
ment, “Even in rainy weather it flows 
freely” which was used beneath 
the drawing of the umbrella girl, won 
Morton’s immediate interest. 

“I remember distinctly saving that 
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The Chairman of the Federal R 


tem Subcommittee on Collections tells 


How to collect $2,000,000 a minute! 


the nation’s business is transacted by check!” 
Mr. Valentine WiJjlis, Vice-President of the Federal Reserve 
Bank of New York. ‘But it wouldn't be possible without an 
cfhicient system of transporting and handling this enormous 


says 


volume of ‘cash letters.’ 


Every day, the Federal Reserve System collects checks worth 


billions of dollars from all parts ot th country The sooner 


we can return checks to their ‘home’ banks and give depositors 
their money, the better for business. 

“In the past ten years, the max7mum ume for sending checks 
home’ has been cut from seven to two days. For this amazing 
record, we give a lot of ‘credit’ to Air Express! 


& Air Express. 
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We ship more than 8,400 pounds of che ks nan average 
day via Air Express, between the 12 Federal Reserve Bank 
ind their branches. These packages weigh from two pounds 
to 450 pounds. One busy day, one Federal Reserve Bank 
shipped almost three sons of checks via Air Express! 

Checks are th system A 
Express has become a vital artery in this important work 

Understanding economy ts part of our job. We've found 
that we can buy Air Express speed, in most weights and dis 
tances, at lower cost than any other air service 

It pays to express yourself clearly. Say Air Express’ Division 
it Railway Express Agency 


lifeblood of our economic 


GETS THERE FIRST via US. Scheduled Airlines 
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YOUR DIME 
IS MUCH 
BIGGER 
IN BAYONNE 


Yes... for a thin DIME 

@ line you can have your 

message DELIVERED into the HOMES of 
84% of all the ows * in BAYONNE... 
High income too . . 4,283 per family in 
9 . $1,197 higher then the national 
average. 


Bayonne cannot be sold from the outside 
THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 
BOGNER & MARTIN 


Nationally 
Represented By 


MANAGEMENT looks 
ACCOUNTANT 


to the 


. « « for advice in the 
area of record-keeping 


reporting, insurance and 
finance. - Send for “the 


3rd party to 
a sale” 


CIRCULATION 
63,066 
ABC 


— America's foremost accounting 270 MADISON AVE 


and financial management magazine WEW YORK IG NY 


FREE 


CONSTANTLY CORRECTED 
MAILING LISTS 


Manufacturers, Wholesalers, Retailers. 
Hotels, Colleges and many others. 
ALL LISTS ON PLATES 
WE CHARGE ONLY 
FOR ADDRESSING 
100% Accuracy Guaranteed 
Catalog on Request 


—SPELU AVERT IS 


48-01 42nd St., sland City 4, N.Y. 
Stillwe 45922 


what we needed was something short 
and snappy, like ‘Ivory Soap — It 
Floats’, he recalls. “We worked 
around with ‘Flow Freely,’ ‘Runs 
Freely,’ etc., but all seemed too long. 
Finally the word ‘pours’ was sug- 
gested. That filled the bill, so ‘It 
Pours’ was put in a diamond-shaped 
frame, as well as ‘Free Running’ on 
the label. 

“So, there we were with a slogan 
which everyone thought was pretty 
good. Then, history was made! Some- 
one (and how I wish I knew who it 
was!) said, ‘There is an old proverb 

It never rains but it pours’.” 

“T think that everyone in the room 
realized that we had something there. 
After a little discussion, however, I 
suggested that negative connotations 
should be avoided. So we turned the 
old proverb around and made it posi- 
tive.” 

In the 40 years since the little girl 
first made her appearance (she could 
be a grandmother, now!) she has had 
several changes of dress to keep in 
step with changing styles. 

Over the years, Morton’s adver- 
tising and sales policies have run a 
course typified by this example. Per- 
haps their most noted characteristic, 
as far as the general public observes, 
is their use in recent years of “related 
items” theme to supplement the um- 
brella girl. Unusually attractive pic- 
tures of fruits and vegetables, such 
as grapefruit and tomatoes, have been 
employed to make the sales message 
of Morton Salt pictorially arresting. 


Repeat, Repeat, Repeat! 


At the same time, the Morton com- 
pany has never allowed the original 
trade mark and slogan advertising 
to be forgotten. A certain portion of 
their space in magazines, newspapers 
and on outdoor posters has been de 
voted each year, and still is, to re- 
peating this portion of their message. 

In using this related theme ap 
proach, Morton has sidestepped the 
sometimes-promulgated rule of stress 
ing only one advertising message at a 
time. The consistently good sales re- 
sults which have shown up during the 
14 vears this policy has been followed 
have proven the value of this depar- 
ture from a so-called “rule.” 

Both posters and consumer media 
advertising have used both themes, 
and both of them have resulted in 
numerous honors and awards for the 
resulting advertising (now handled 
through Needham, Louis & Brorby, 
Inc., Chicago). 

Each year, Morton uses about 18,- 
000 postings from coast-to-coast, 
along with color advertising in Life 


and FEhony magazines. In addition, 
store-distributed magazines and news- 
papers are used extensively. 

Every three months Morton builds 
a complete promotional campaign 
around selected related items, usually 
a seasonal fruit or vegetable, but not 
necessarily so, For the final quarter 
of 1953, for example, it is popcorn. 
Magazines, newspapers and outdoor 
posters are being used to carry the 
theme: “Any popcorn worth its salt 
is worth Morton's.” The dominant 
art theme is an overflowing bowl of 
plump kernels of one of America’s 
favorite “party foods.” 

The popcorn is not merely a fig- 
ment of the artist’s imagination- 
actual varieties are shown. In full 
pages in Life and Ebony three natural 
color drawings of ears of popcorn are 
featured. One is “Iopop 5,” the most 
popular white hybrid, developed by 
lowa State College, with kernels that 
expand over 30 times when heated. 


How to Reach Market 


Other magazines which carry the 
Morton message are: Good Ilouse- 
keeping, American Family, Better 
Living, Everywoman’s, Family Cir- 
cle, Western Family and Woman's 
Day. More than 3,000 “popcorn bill- 
boards” are being used, and there are 
insertions in more than 700 ne wspa 
pers. Promotional material points 
out the natural tie-in between pop- 
corn, Morton’s Salt and salad oil. 

Would you think of salt as being 
a suitable product for outdoor post- 
ers? Geddes W. Carrington, Morton 
director of advertising, says: 

“Experience has shown conclu- 
sively that salt should be advertised 
with a simple, easy to read, easy to 
understand message,” he says. “After 
all, the housewife has used the ma- 
terial sirice the day she began prepar- 
ing food. It is only the advantage of 
our brand of salt that we need to 
The slogan we use was written 
long ago, and our job in this phase of 
the program is to provide an interest- 
ing, eve-catching sefting for the little 
girl, her big umbrella and her open 
package of Morton Salt. 

In the related ad item campaign, 
the package, which carries much of 
the selling message, naturally remains 
the same, and though the headline 
changes as desired, we try to estab- 
lish a continuity throughout the year 
with the same line applied to various 
items.” 

Carrington concludes that ‘the ad- 
vertising job is to tell a simple story, 
using a small amount of copy and 
placing great emphasis on art. Color 
not only is important in bringing out 
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lumber and naval stores mea 


JACKSONVILLE 
* Largest lumber 
port on the South 
Atlantic coast 
* Second largest 
naval stores 
market 
in the world 


Seeking a bigger sales load? Then concentrate in the 
market of Jacksonville PLUS...where you have nearly one 
billion dollars in effective buying income as a potential cargo 


And the sales potential is growing... helped 
along mightily by the market’s expanding and diversified 
industries, like lumber and naval stores. The naval 
stores industry, for instance, has a product with 
an estimated value of $15 million...and pays 
out nearly $8 million in annual wages. 
The best way to reach this big potential is in the pages 


Here's where your sales message goes home! of THE FLORIDA TIMES-UNION, that gives top 
You'll find a growing number of these fluores 


cent TIMES-UNION boxes in the morket of coverage in this sprawling, 26-county North Florida market, 
Jacksonville PLUS where one-third of all Floridians live who account 
for one-third of its retail sales. Here 


Schedule the Times-Union THE FLORIDA TIMES-UNION gives you 83% family 


coverage in Duval County (Jacksonville), over 50% in 3 


to Hit Bigger Sales! counties, and over 20% in 26 counties. 


— Che Florida Cimes-Wnion 


JACKSONVILLE, FLORIDA 
Represented Nationally by REYNOLDS FITZGERALD, Inc. 


Offices in. New York — Chicago — Syracuse — Detroit — Philadelphia — San Francisco — Seattle — Los Angeles — Atlanta 
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When you sell Houston 
you've sold Jg of this 
Entire Market 


Metropolitan Houston, in relation to its Retail Trading Zone, accounts for:* 


@ 76.5% of all EFFECTIVE BUYING INCOME 
@ 72.5% of all RETAIL SALES 


@ 75.0% of all DRUG SALES 
@ 71.5% of all FOOD SALES 


*Sales Management Survey of Buying Power, May 10, 1953 


Here's Why you can 


SELL HOUSTON WITH THIS ONE PAPER 


The Chronicle's strongest circulation leadership is where it counts most — 


in the City Zone, heart of the great Houston market. 


EXCESS of Chronicle’s CITY ZONE Home Delivered Circulation* 


Over POST (Daily) .. 19,344 
Over POST (Sunday).................19,881 
Over PRESS (Daily) 51,691 


*Publishers Statements, September 30, 1953 


The one newspaper - - tested and proved - - 


that can do your selling job in Houston 


The Houston Chronicle 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr 


JESSE H. JONES, Publisher 
JOHN T. JONES, Jr., President 


THE BRANHAM COMPANY — National Representatives 


the headline message, but must be ex- 
pertly used to insure realism in the 
reproductions of fruits and vegetables. 

“One of the principal advantages 
to Morton of this related item pro- 
motion is its merchandisability. We 
make every effort to locate the poste 
panels as close as possible to food 
stores. The advantages are obvious: 

1. Customers ‘receive’ the message 
close to the point-of-sale. 4 

2. Food retailers are made aware 
of the Morton advertising program 
when the posters are in constant sight. 

3. Company salesmen are more 
conscious of the advertising support 
for their sales efforts when they see 
the posters almost everywhere they 
go.” 

Wherever their men go, therefore, 
they feel an inward flush of pride as 
they see their product on such prom- 
inent public display. More than one 
salesman has been known to murmet 
to his steering wheel: “Where there’s 
salt there'll be Mortons!” The End 


Marketing: It's Important 


“The process of marketing and 
distribution is just as important 
as manufacturing, since this proc- 
ess is essential in order to provide 
consumers over the nation with 
the quantities and kinds of goods 
and services they prefer. One 
process depends upon the other. 
A concept of value added by 
marketing, therefore, is just as 
realistic and valid as a concept of 
value added in production (by 
manufacture). '!n present day 
society, one process is largely use 
less without the other. The distri- 
bution process may add just as 
much to the value of goods as the 
actual transforming of the natural 
resources and labor into those 
goods ... A few of the satisfac- 
tions which the consumer often 
receives from specialized skills of 
marketing are these: 

(1) Personal advice and counsel 
regarding prospective purchases. 
(2) Information about how each 
product and service fits into each 
individual consumer's unique re- 
quirements, and 

(3) Individual recognition and 
attention.” 


From a report by a group of 
marketing executives, presented 
by R. J. Eagert, program plan- 
ning manager, Ford Division, Ford 
Motor Co. 
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metalworking... 


your advertiging belongs in... 7-7724 fryer 


The market for machine tool 
accessories is STEEL’s market 

the 17,000 plants where well over 

90% of all machining is done 

Key management, producuon, ‘ 
engineering and purchasing men 

in these plants read STEEL. It concentrates 


upon the problems of their industry, reporting 


Tl H Lewthwaite Machine C« In 
the news, market and technical information Geo. F. Marchant Cx 
Maxwell Company 
they need. One more reason that STEEL is the ened Genclatiion ¢ 
‘ <a ‘ " W F. Meyers Ce In 
logical choice as the basic paper to reach 56 ies denehan @ 
machine tool users. STEEL + Penton Building Minnesota Mining & Mfg. ¢ 
. Behr Manning Corporation 
Cleveland 14, Ohio Div. of Norton Co 
Norton Company Abrasives 
The Ohio Knife Co 
Ready Tool Co 
e ° Reed Engineering Ce 
You advertise in STEEL to reach Severance Toot ladustries, in 
Simonds Abrasive Co 
all four buying influences MANAGEMENT Simonds Saw & Steel C 
i Tompkins Johnson C« 
Ns . United States Drill Head Ce 
t 6% PURCHASING United States Rubber Ce 
 - | . { Mechanical Goods Div 
oD \ . ——9 \ Morse Twist Drill & Machine Ce 
> _ ~ wm, . > ay Div. of Van Norman Ce 
“2 « 9 nN / Victor Saw Works, In 
<a, O. S. Walker Co., In 
PRODUCTION 4 fy alker n 


These 52 manufacturers of machine tool 


accessories advertised in STEEL during 1952 


Abrasive Products, Inc 


The Allison ¢ 
American Shear Knife Co 
Apex Tool & Cutter Co., Inc 
E. Atkins & Co 
Barber Colman Co 
Bay State Abrasive Products ¢ 


) Bokum T 
Carborundum ¢ Abrasive D 
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/ Clipper Manufacturing Co 
f The Cleveland Steel Tool Co 
J Cowles Tool Co 
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Greenheld Tap & Die Corporation 
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Lavallee & Ide, In 


Wapakoneta Machine Co 
Wendt Sonis ¢ 
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3.000.000!" 


Reporter Roy Fisher sensed ire in the voice 
that came over the telephone. “Your story,” 
said the caller, ‘has done our firm incalculable 
harm. I want you to know we have authorized 
our attorneys to file suit against the Chicago 
Daily News for $3,000,000 damages.” 

Fisher’s documented story—a Daily News 
exclusive — had just hit the newsstands. It had 
told of shocking conditions causing death in 
Chicago slums — how men were exploiting mis- 
ery for profit, named 20 slum operators, exposed 
the blight they lay over the city. Into it had 
gone two months of fact-gathering, the pains- 
taking probing of eight reporters and three 
photographers. Out of it— mounting and soon 
to burst — surged the fury of an aroused com- 
munity demanding sweeping slum reforms 

Meanwhile, the telephone caller — identify- 
ing himself as one of the 20 slum operators 
named — pushed for reprisal. 

“We demand,” he shouted, “that the Daily 
News see us and our lawyers at once.” 

Fisher, conferring briefly with managing ed1- 
tor Everett Norlander, replied: 

“We'll be delighted to see you at any ume 
if you wish to discuss Chicago slums and what 
should be done with them. 
If, however, you want to 
talk about a libel suit, I sug- 
gest you see our lawyers.” 

The caller hesitated, “All 
right,” he said. ‘““My part- 
ners and I will come over at eleven tomorrow 
morning.” 

But he failed to keep the appointment, One 
hour before the meeting, he ‘phoned to say they 
had decided not to come. Instead, he asked that 


How a Great 
Home Newspaper 
Serves 


a reporter interview them for a statement. This 
was done. The statement was taken. But before 
the News had time to pass upon it or print it, 
the slum operators called again to ask that their 
statement not be printed and to announce 
abandonment of the law suit. 


And so the incident ended. But not without 
an epilogue. Several days passed. Then, one 
of the firm’s partners called at the Daily News. 
He said he had learned through the News stories 
that his firm was engaged in things that he had 
not been aware of. In consequence, he said, he 
was negotiating his way out of the company. 

Later, when the News began to consider put- 
ting up a slum block for a rehabilitation experi- 
ment, the same man volunteered to serve as 
chairman of the property owners committee in 
the block, working to make the buildings fit for 
human habitation. 

The Daily News policy of 
“investigating everything” is 
far-reaching. It calls for run- 
ning down facts in the inter- 
ests of citizens on all levels. 
And, in all of its investiga- 
tions, the News seeks to achieve only one pur- 
pose—to render faithful service to the com- 
munity with frankness and vigor . . . regardless 
of intimidation by selfish interests — party, 
place or power, 
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Questions for Distributor Salesmen 
Who Want to Help Their Dealers 


First they are useful in identifying weaknesses and then for 


working out plans with dealers to correct them. Result: 


A salesman can up billings $100,000 a year in 50 outlets. 


BY H. J. MITCHELL 
Assistant to Executive Vice-President, 
Eureka Division, Eureka Williams Corp. 


Let’s assume that we have 50 deal 
ers in our territory who handle our 
product. That is the national average 
for distributor salesmen. 

Let’s, for the moment, assume that 
we have analyzed our 50 dealers and 
have determined that only 10 of them 
can be called ‘“‘good’”’ dealers. 

By ‘‘good”’ dealers we mean that 
they generally meet these require 
ments: 


1. They have advantageously lo 
cated stores that are kept orderly: 
effective window displays, depart 
ments placed to attract attention. The 
good businessmen”: They 
discount their bills, and are well 
financed. 


dealers are “ 


2. Their sales 
average well trained, 
steady 


torces are above 
high morale, 
no large turnover, 


3. Their Service Departments are 
efiicient; so, too, are the Home Serv 
ice girls, who do an effective job of 
following up sales. 


4. They are aggressive: They ad- 
vertise consistently and willingly take 
part in promotional activities. 


5. They respect our franchise; they 
have found it profitable and believe 
that it adds to their prestige in the 
community. 


6. They are always cooperative 
within the bounds of good business 
practice. They go “all-out” on pro 
motions and advertising 
“deals’ and are always willing to 
work with the distributor for in 
( reased sales. 

Invariably we will find that these 
10 dealers produce from 40% to 
60%—perhaps as much as 75% of 
the business. It is an established rule 


special 
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that 25% of the dealers produce 
75% of the business. 

Let’s draw a quick conclusion. Last 
year we sold 1,500 pieces of our prod- 
uct to our 50 dealers. Only 10 of 
these dealers bought and sold 40%, 
or 600 units. 

We have enough information avail 
able to indicate that each of these 10 
dealers did about 40% of the total 
appliance business in his particular 
area, 

The remaining 40 of our 50 deal 
ers sold 60%, or 900 units, and we 
know that each of these dealers av 
eraged approximately 15% of the 


ny 


total appliance business in his particu 
lar area. 

If there were a way to get these 
40 dealers to increase their sales of 
our product, and to bring their busi 
ness up to the percentage figure we 
attain nationally, we could increase 
our dollar volume sales by nearly 
$100,000. 

Regardless of our _ particular 
method of compensation—commission, 
over-ride, percentage of profit or sal 
ary—an additional $100,000 in an 
nual sales would earn us a substan- 
tial increase in income. It is difficult 
to imagine a distributor who would 
not be pleased to reward this accom 
plishment handsomely. 

Let us consider each town or area 
in our territory and measure it 
against this yardstick: 

Do I have the most aggressive ap 
pliance account in town? 

Do I have an adequate number of 
dealers to represent my product, or 
am I protecting some dealer who is 
inactive? 

Perhaps there are too many deal 
ers, which spreads my time too thinly, 
and prevents me from doing con 
structive work with any of them. 


t tell me you’re going to play that sales-training film again!” 


Is it possible for me to improve the 
performance of some of these dealers ? 
What are their weak points? How 
can I strengthen them ? 

To answer the last question it is 
necessary to analyze each weak dealer 
on these points: 


Financial Status: Is the dealer in a 
good financial position? Does he dis 
count his bills? Is he generally con- 
sidered a good account to do business 
with? 


Business Ability: Does he 


watch 


< Florida’s Gold Coast 


expenses carefully, and discuss various 
aspects of his business in a manner 
which indicates that he has a fair 
knowledge of business ? Many dealers, 
particularly new ones, are not famil- 
iar with some of the pitfalls of re 
tailing, such as relating advertising 
costs to percentage of gross sales, 
employing too many people, carrying 
excessive inventories, and not care- 
fully observing inventory turnover. 


Store Location: Is the store ad- 
vantageously located? Would traffic 
building promotions pay, or is the lo- 


nis 


ny tt 
out 


cation such that it will necessitate 
considerable outside sales activity in 
order to maintain sales volume ? 


Prestige: What is the dealer’s rep- 
utation in the community ? How long 
has he been in business? Does he en 
joy the good will of other dealers, 
other distributors, financial institu- 
tions, and the public in general ? Is he 
known as a price-cutter by the trade 
and the public? Is he noted tor giv 


ing good service ? 


Location of Appliance Department: 
Is the department orderly? Is it lo- 
cated so that demonstrating models 
can be operated? Is it convenient ? 


Windows: Does the dealer change 
the window displays frequently? Do 
the displays show planning? Does he 
decorate his own windows, or does he 
emiplov a window trimming service ? 


Aggressiveness: Is the dealer con 
tinually going after new business? 
Does he advertise extensively? Does 
he promote constantly? Is he a mem 
ber of local service organizations ? 
Or is he the passive type who appears 
to be satisfied with the business that 
“drops in”? 


Adequate Sales Force: In consid 
eration of the size of the community 
and the potential, does he have 
enough salespeople, particularly an 
outside sales force, o1 salespeople who 


7, ‘a= is a bonus market 

‘1 that’ll be jammed 
with 1144 million 
tourists this winter 
— and more than 3 
million during the 
year! 


will follow up prospects on the out 


side ? 


Trained Sales Force: [)o the sales 
people have adequate knowledge ot 
the product and selling technique ? 


Service Department: [oes he have 
a good service department from the 
standpoint of trained, capable service 
men? Does he capitalize on the sales 
possibilities of the service department ? 


\: Wh 
It’s a billion-dollar market with over 900,000 
thriving residents. 
- my \s * ¢ 
p‘l’s a low-cost market that’s ALL yours 
= “through the blanket coverage of The Miami capitalize on product complaints by 
7 Tan \ Herald. a . 


Employe Morale: Does he compen 
sate employes satisfactorily? Does he 
have a high rate of turnover? 


Does he conscientiously demonstrate 
our products in the home, after they 
are sold and installed ? Does his home 
service personnel understand how to 


Get the sales-building facts from your SB&F man, today. 


Competitive Activity: What othe: 
lines. does he carry and is he more 
active on some of these lines than he 
is on ours? If so, what is the reason ? 
Is he a ‘Frigidaire dealer,” ‘General 
Electric dealer,” “Bendix dealer,” o1 
“Navtag dealer” to the extent that 
his hands are tied insofar as actively 
promoting othe1 
cel ned ? 


JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY, National Representatives - Affiliated Stations — WQAM, WQAM-FM 
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[WA Travel Awards gel SELLING ACTION 


Set your sales promotion goal. 
Back it with a planned TWA 
Travel Award Program. Watch the 
results. You'll soon find that every- 
one wants to travel. And that urge 
is your ticket to successful promo- 
tions. Trips via TWA are ideal. 
They’re flexible, low in cost, backed 
by proved promotional material. 
Best of all, TWA handles the de- 
tails. No fuss, no bother. Just 
plenty of action. 

Travel Award Plans for every 
budget. A trip to a nearby city or 
a trip around the world — whatever 
your needs, ‘TWA one-airline serv- 
ice coast to coast and overseas gives 
you maximum choice. 


TWA handles all details from start 
to finish. Reservations, tickets, itin- 
eraries—everything is handled 
quickly and skillfully by experi- 
enced travel people. It’s as easy as 
awarding a watch. 


Proved promotional material 
available from ‘TWA to help you 
launch your promotion and sustain 
interest. Includes films for sales 
meetings, mailing pieces, special 
stationery, posters and a variety of 
other “enthusiasm builders” that 
have alread y been used successfully. 


Mail the coupon today for free 


‘samples of TWA promotion ma- 


terial. No obligation, of course. 


Fly the finest... riyt#WA 
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TRANS WORLD AIRLINES 


TWA TRAVEL AWARD PLANS 
HAVE BEEN USED SUCCESSFULLY BY 
FORD MOTOR CO. + GENERAL ELECTRIC CO 


WESTINGHOUSE ELECTRIC CORP 
ARMOUR and CO. + ADMIRAL CORP 


= cesceece MAIL COUPON TODAY+<«= 


‘TWA, Trans World Airlines 

‘Travel Award Plans Incentive Program 

380 Madison Ave., New York 17, N.Y. 
Gentlemen: Please send me samples of the 

promotion material used in TWA ‘Travel 

Award Plans 


Name- 


Address —————-— 


City 


With 3 you're a sure 


to reach the 7-billion 


dollar market in the U. S. 
Armed Forces. Your ad in the 
Army Times, Navy Times and 
Air Force Times can be circu- 
lated in 12 editions all over the 
world. Or you can buy “‘tailor- 
made”’ circulation to fit your 
distribution picture at home 
and abroad. 


READ by service women, 
service men, their wives and 
families . . . a consumer market 
which yearly spends millions 
for American goods at com- 
missaries and post exchanges. 


BIG 3 weekly service news- 
papers bring pin-pointed news 
and features of special interest 
to all service personnel . . 
offer you widest service cover- 
age at lowest cost per thou- 
sand readers. 


SAMPLE COPY, RATES & MARKET 
DATA BOOK ARE YOURS FOR THE 
ASKING AT NEAREST OFFICE. 


ARMY TIMES 
AIR FORCE TIMES 
NAVY TIMES 


(All Members: Audit Bureay of Circulations) 
» Ws 


HOME OFFICE 


3132 M St... NW. WASHINGTON 7.0 C 


Branch Officesimn NEW YORK «. LOS ANGELES 
PHILADELPHIA. SAN FRANCISCO. CHICAGO 
LONDON « PARIS « FRANKFURT . TOKYO 


Value Our Franchise: Does he value 
the franchise he has on our product? 
Does he understand its real value 
the power of our product’s name and 
the leadership it implies ? 


Is he cooperative? Is he quick to 
accept suggestions particularly where 
merchandising activities are 
cerned? Or does he think that we 
“promote” too much? Does he re- 
peatedly have an excuse for not going 
along on a particular program or 
activity? In analyzing these factors 
we will find many dealers who satis- 
factorily meet some, if not many, of 
the conditions listed. On the other 
hand, many dealers are weak on a 
number of these factors. If we are 
going to improve sales of our product 
with these dealers, something will 
have to be done about it. 

What can the distributor salesman 
do to help the weak dealer? 

Let’s consider: 


con- 


Merchandising Activities: Would 
promotional activity help to correct 
weakness—for example, in store loca- 
tion, location of department, aggres 
siveness, employe morale, competitive 
activity, and value of our franchise ? 


Product Knowledge: Lack of it de 
notes weakness in trained sales force, 
service department, home service, 
competitive activity, and value of 
our franchise. Solution: sales training. 


Selling Knowledge: Product knowl- 
edge may not be needed; knowing 
how to apply it is essential. We refer 
specifically to demonstrating the prod 
uct and to closing sales. 


Advertising Assistance: ‘This in- 
cludes business ability, store location, 
prestige, windows, aggressiveness, 
competitive activity, and the value of 
our franchise. By advertising assist- 
ance we do not necessarily mean finan- 
cial assistance. The dealer may not 
know how to plan his advertising. He 


may be using the wrong media. He | 


may not be consistent in his advertis- 
ing program. Good advertising will 
increase a dealer’s prestige. 


Personal Assistance: This means 
more than just discussion, and advice 
to the dealer. In some instances, par- 
ticularly where there is weakness in 
the service and home service depart- 
ments, it may be necessary for us to 
make customer calls with the dealer 
or his salesmen. Or it may be advis- 
able to spend time on the dealer’s 
floor — particularly when traffic is 
heavy or when we are conducting a 
special merchandising activity. 

The End 


But 4 will give you 


coverage of the Armed 


Service markets. The addition 
of Air Force Daily (European 
Edition) to your schedule in 
the TIMES Network of serv- 
ice weeklies will carry your 
sales message to U.S. Air Force 
personnel and their families in 
England, Europe and North 
Africa. 


PUBLISHED in London, Mon. 
thru Fri., home-delivered 
throughout the United King- 
dom, and circulated by air to 
Europe and North Africa .. . 
where its sweep exactly paral- 
lels that of AFEX (Air Force 
Exchange) System. Thus it 
serves as your trade journal to 
exchange -system buyers, as 
well as a consumer newspaper 
read by an estimated 50,000 
daily. 


LOW COST combination rates 
are offered advertisers using 
Army Times, Navy Times and 
Air Force Times. 


ASK FOR COMPLETE MARKET DATA 
AND “HOW TO SELL” INFORMATION 
AT NEAREST OFFICE 


AIR FORCE DAILY 
an 
ARMY TIMES PUBLISHING CO. 


publication 


LONDON OFFICE 
102 Park ST., W. 1, LONDON 


— 


HOME OFFICE 
3132 M St., N.\W. WASHINGTON 7, D.C 


Branch Offices in: NEW YORK « LOS ANGELES 


PHILADELPHIA+SAN FRANCISCO. CHICAGO 
LONDON « PARIS « FRANKFURT . TOKYO 
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iU...YOU CAN STILL STAKE A CLAIM 
IN OUR COUNTRY ! 


Goodness knows, the metropolitan markets offer a rich 
reward to though the 
crowded, But take a good look at 
beyond the cities . . . Small- 


advertisers, even going is 
tough and costly. 
the big country 
America. 
You can hit gold in GRIT- 


parative 


"way 
Town 
. with com- 
. and a modest investment. 


America , . 
ease 

For every week GRIT is edited especially for more 
than 700,000 families .. . in 16,000 Small Towns across 
the nation, only a few of which have daily newspapers. 
Thus, advertising in GRIT is far freer from competi 
tion. Your ad stands out with more prominence. 


A message in GRIT gets extra attention because 
readers rely on GRIT as a buying guide 
as for much of their news, fiction, service 


. as well 
and features. 
If you are looking for a land of 
opportunity that’s rich in sales .. . 
a market bigger than Buffalo, Cin- 
cinnati, Kansas City, Minneapolis 
and Seattle combined . . . get into 
GRIT. 


We'll be glad to show you from 


ing in GRIT pans out. 
a | 


YES —YOU CAN STILL STAKE A CLAIM 
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IN OUR COUNTRY! 


cE. 


Represented by Scolaro, Meeker & Scott in New York, Chicago, Detroit, 
\, Philadelphia and Doyle & Hawley in Los Angeles and San Francisco. 
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Here's How Meeting-Site Service Works 
To Solve Your Hotel Selection Problems: 


1. Send your request to Meeting-Site 


Service for a list of hotels that can 
handle your meeting. Indicate size of 
your group, geographic area or sites 
you prefer, type of hotel (resort or 
metropolitan) and what special facili- 
ties you require (visual aids, stage, 
golf course). Any details about your 
meeting needs that might aid in 
screening hotels should be listed. You 
may use the standard request form 
(right) if you are planning a single 
meeting, or submit request with com- 
plete needs outlined in the letter if 
more than one meeting is planned. 


Meeting-Site Service will screen its 
file of over 700 convention hotels to 
select those that have the facilities 
you require. (Complete facilities 
records on all leading convention 
hotels is kept up to date by SALES 
MEETINGS.) 


3. 


4. 


Open dares can be checked for you, 
if you so desire, to determine whether 
hotels with facilities you need can 
handle your meeting during the days 
you specify. 


Sites for company shows or exhibit 
tours can be listed for you by Meet- 
ing-Site Service. Whether you require 
a hotel ballroom, complete floor of 
a hotel or a major convention hall or 
auditorium, complete facilities facts 
can be made available. Lists of dis- 
play builders and decorators to handle 
your exhibits, or agencies to supply 
entertainment or models can be sup- 
plied at your request. 


For complete MEETING-SITE SERVICE fill out and mail this form 
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GIVING YOU PROBLEMS... 
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DECEMBE 


Call on MEETING-SITE SERVICE 
New FREE Service for Sales Management Subscribers 


DESIGNED TO SAVE EXECUTIVE TIME, EFFORT AND TEMPERS 
IN SELECTION OF HOTEL SITES FOR MEETINGS AND EXHIBITS 


There's a steady trend toward more and smaller sales 
meetings in sales territories, This creates problems in 
meeting-site selection. Most meeting planners are not 
familiar with all the facilities in hotels across the 
country that can adequately serve their needs. Until 
recently, meeting planners never had to consider many 
sites. Now with more meetings to plan in more places, 
they need accurate facts on the better hotels. To 
assist meeting planners to find the hotel facilities they 
require, SALES MEETINGS, Part 2 of SALES MANAGE- 
MENT, has set up a special service desk to handle 
meeting-site inquiries. Meeting-Site Service, upon re- 
quest, will send you a list of hotels in any city or area 
cf the United States, Canada, Mexico, West Indies or 


Hawaii, that have the facilities you seek for your next 
sales meeting or series of meetings. This service is 
available to SALES MANAGEMENT subscribers (or 
other executives in charge of meetings in subscriber 
companies) only, af no charge. Many subscribers have 
requested information on convention hotels—not avail- . 
able from any other source—and have found facts 
from our files of immeasurable help. Because the 
volume of requests for hotel information has grown, 
Meeting-Site Service has been created. Open dates, 
rates and special facilities available can be sent to 
you on the hotels that have what you seek for your 


sessions. 
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Mail this form to=—> 


MEETING-SITE SERVICE 


Sales Moestings 


1200 Land Title Bidg., Phila. 10, Pa. 


Piease send a list of hotels having facilities we require and other data as indicated below. 
| understand there is no cost or obligation on our part for this service to subscribers. 


(If data required for more than one meeting, give details in letter.) 


We prefer to meet in (city or area) 
Attendance will be. 
No. of bedrooms required: Single 


We prefer 


No. of meeting rooms needed 
Our meeting will include a [_] Breakfast 
Sports or recreational facilities required: 
Could use help with [) Entertainment 


Additional facts about our needs: 


Send facts to: NAME 
COMPANY 
ADDRESS 


CITY 


[| Luncheon 


[_] Films 


Dates 


[] Metropolitan Hotel, [_] Resort Hotel. 
, Double 


; capacity of largest 


, Suites 


Exhibit area required: 


, Twin 


[] Visuals Exhibits [| Transportation. 


ZONE STATE 
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For how many nights? 


sq. ft. 


Dinner or Banquet {| Cocktail Party 


the portable 16 mm. sound 
movie theatre that presents 
new promotions for 


BENDIX” 


HOME APPLIANCES 


Division Avco 
Manufacturing Corporation 


* 


Bendix Home Appliances, pioneer 
in the automatic home laundry field, 
has consistently led the industry in 
providing its dealers with aggressive, 
hard-hitting merchandising plans. 
The effectiveness of these plans is 
proved by Bendix’ leadership over 
the years. The Ampro “Repeater” 
plays a prominent part in many Bendix 
promotions, including their highly- 
successful “Perfect Pair’ and ‘5 Min- 
ute Miracle’ programs. Bendix has 
found the one-case, portable 16 mm. 
projector the perfect medium for 
quickly and dramatically presenting 
new products and promotions to 
dealers’ personnel . . . right on the 
job, in the retailers’ premises. 


A Complete Sound Movie Theatre 
at the flick of a switch! 


Tell your sales story, show your product in use. . . right in the 
prospect's home or place of business. The Ampro “‘Repeater’’ is no 
larger than an overnight case — only 22” x 15” x 8”. Amplifier, 16 mm 

sound projector, speaker and screen are self-contained in one case 
weighing only 36 pounds. AC-DC operation; 85 to 130 volts; 25 
to 60 cycles. Underwriters’ Laboratory approved 


REPEATED PERFORMANCE WITHOUT REWINDING 


The Ampro “Repeater projects your sound films, black-and-white 


or color on its own 15” x LL” latex screen. The 400-foot endless AMPRO CORPORATION SM-12-53 
film magazine eliminates need for rewinding or rethreading, permits 2835 N. Western Ave., Chicago 18, ill. 
repeated showings in store windows, at trade show displays, at point 
. Piease send complete information about 
of sale wherever people congregate the Ampro “Repeater,” and how it can 
work for my company. 


INFORMAL “REPEATER” SHOWINGS CAN BE SET UP IN A MOMENT 


Name 
No elaborate preparations are necessary. The Ampro “‘Repeater’’ 
can be set up in 60 seconds, wherever there's an electric outlet 
Pictures are bright and clear, even in a normally-lighted room. : Address 
Sound reproduction is amazingly true-to-life. 


Business 


City — State 
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UNUSUAL PRESENTATION BOOK 
has corrugated, transparent Plexi- 
glas cover “to add a touch of 
glamor to the field of direct sell- 
ing and our product,” says Owen 
K. Murphy, president, Niagara 
Manufacturing and Distributing 
Corp., Adamsville, Pa., makers 
of mechanical massage equipment 
for homes and institutions. “The 
book,” Murphy observes, “employs 
every visual technique possible to 
condition the prospect psycholog- 


ically to the product.” What Murphy means is that the book is just plain pretty. 


Novel cover is credited with having increased sales of massage equipment, a product 


requiring a delicate hand. 


NEW KIND OF TRUCK rates new kind of demonstration. “With just about 
the same amount of energy you need to tilt the cab of the White 3000 on 
the cover of this booklet, you can tilt the cab of the White 3000.” This cryptic 
statement points up the feature of new truck series made by The White 
Motor Co., Cleveland, O. And to help salesmen introduce truck to prospects, 
White devised booklet which has die-cut reproduction of truck’s cab. It 
actually tips. When the cab is tilted the truck's engine comes into view, 
giving clear approximation and visualization of what takes place when the 
actual cab is tilted forward. Inside, the booklet gives a complete presentation 
of the 3000 series, with full-page photographs of trucks and typical appli- 


cations. 


GET THE BEST FROM 
YOUR 


TAPE RECORDERS 


Soundcraft Magnetic Tape is exact- 
ingly engineered to take full advan- 
tage of the extraordinary electronic 
excellence built into today’s fine new 
tape recorders, 

That's why progressive business- 
men insist on Soundcraft Tape for 
faithful, full-quality recordings of 
conferences, speeches, sales-training 
programs ... for making high-fidelity 
movie and slide-film tracks ... for 
every important recording need. 

You'll be deeply impressed with 
the fine new office tape-recording 
equipment. Hear it at its best—with 
Soundcraft Tape! 


Now! Save Time, Space, Money with 
The New Soundcraft Tape-Chest*! 


You'll welcome the advantages of 
this good-looking, durable, 5-drawer 
permanent filing cabinet. Stores tape 
reels horizontally. Front-labeled 
drawers let you select any tape re- 
cording instantly. Order five reels of 
Soundcraft Tape from your dealer 
today ... get this handsome Tape- 
Chest at no extra cost! 
*Pat. Applied For. 


REEVES 


SOUNDCRAFT 


CORP. Dept. C 
10 East 52nd St., New York 22, N. Y. 
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4" 
K- IT’S ON AND 


NO MORE 
BURDENSOME 
EQUIPMENT 


16 MM “SUITCASE” PROJECTORS 
GIVE YOU ALL THESE 
EXCLUSIVE ADVANTAGES— 


Complete Self Operating Unit—No reels of 
film to thread—no screen to set up—no sound 
speaker to engage—all these features are 
together in the one unit case. Sales film 
presentations are set up in seconds. 
Blick’ It's On—Just plug into any 115 volt 
electrical outlet, AC or DC and with a ‘flick’ 
of its switch the TSI Projector is on and run- 
ning 
Automatic Rewind—Due to exclusive 16mm 
film magazine—film is automatically rewound 
no rethreading necessary — magazine is 
power driven. It's ready to go after every 
show 
Daylight Operation — No need to draw 
shades or draperies. Crystal clear pictures 
are projected on the self contained screen 
in any lighted room 
5 Compact Models — To meet your every 
need—Model D or H (DeVry or Bell & Howell 
mechanism), Model T (new magnetic B & H 
tape), Model M ‘400’ film), Model M8 (800 
film 
Nationwide Service—Over 100 TSI service 
centers throughout the U. S. and Canada 
Designed and built by the pioneers of suit 
case projectors 


WRITE FOR ILLUSTRATED BROCHURES 
FEATURING TSI SUITCASE PROJECTORS. 


TECHNICAL SERVICE, INCORPORATED 
Dept. A-3, 30865 Five Mile Rd. 


Livonia, Michigan, U.S.A. 
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Tools for Selling (cont.) 


3-D VIEWER HELPS radio-TV dealers, Motorola, Inc.. 
show full line of radio and television sets, supplementing 
models not in dealer showrooms. Turning indexed hand 
wheel on side of unit brings 18 color slides into focus 
Electrically lighted, unit is designed for counter use 
Made by General Exhibits and Displays, Inc., 2132 North 
Racine Ave., Chicago, Ill. 


DEADLY PIECE OF LITERATURE is the sales manuw! lacking in quickly 
grasped visual information. Because salesmen for the Autocar Division. The 
White Motor Co., Ardmore, Pa., frequently show the sales manual to 
customers and prospects, Autocar management reasoned that the use of 
plant-scene picture dividers would (1) simplify the search for various sections 
of the manual, and (2) be an unobtrusive way to show how the cempany’s 
trucks are made. 

Autocar mailed the picture dividers to all salesmen, including district 
managers, branch offices, direct dealers and export dealers. Reaction: ex- 
cellent. The photographs help salesmen to point out the precision work and 
quality control that goes into company products—something they could not 
accomplish with the ordinary sales manuel. 
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NEXT TIME YOU SEE AN APPLIANCE SALESMAN shuffling a deck For sales, advertising present 
of cards as he talks to a customer, chances are he’s a General Electric tions. Opens quickly for desk-top 
vacuum cleaner salesman demonstrating the virtues of the home use. Very compact. Easy to carry. 
cleaner. George Lenox, advertising manager of G-E's Appliance Divi- 


Folds flat. Fach clear plastic enve 
sion, created a series of sales messages which are reproduced on the 


. lope takes two prese ntation sheets 
playing cards. As salesman makes his presentation, he turns over 


cards; automatically he has a series of four aces, royal flush, full back to back. Ideal for fast-moving, 
house and other top hands to highlight his verbal message. So that the straight-to-eye sales story. Very 
salesman can concentrate on closing the sale, cards are numbered. 
making winning hands come up in proper seavence. 

Sales kit consists of two decks. Both have the same back design, Call or write for salesman 
depicting the vacuum cleaner; second deck has standard faces. The - +» descriptive folder 
latter deck is left with dealer to add to retertive. value of sales 
presentation. Cards by Atlantic Playing Card Co., 45 W. 25th St., 

New York, N. Y. 


economical. 
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“Binders to American Business 


Coming... 


Frozen Dinners Catch On 


Now Quaker State Foods 
offers four complete dinners 
retailing from 59c to $1.19. 
TO HELP JOBBERS sell more “Head-On” carbon blast equipment How were menus selected? 
to car dealers and super-service stations, the Kent-Moore Organi- What chains handle the line? 
zation, Inc., Detroit, makers of special automotive tools and equip- 
ment, has prepared this easel-backed flip chart. About 5,000 of the 
midget charts have been distributed to holders of the Kent-Moore in Sales Management 
jobber franchise, for use by their own salesmen in calling on the December 15 

automotive service trade. The two-color chart is an exact replica 


of the large-scale illustrated sales talk employed by Kent-Moore. 
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Typical Remington Rand binders 
tailored to users’ requirements, To 
appreciate them fully, you'd have to 
see them in their actual rich color 
and texture 
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YOU INCREASE SALES 


fr ee IDEAS TO HELP 


Phone or write today for your free copy of this 


new Remington Rand catalog “Binders That Build 
Business.” It’s packed with facts, ideas and sug- 
gestions for making your product literature and 
sales presentations more effective, more resultful. 

In this fully illustrated 40-page book, you'll also 
get the full story on important new binder design 


improvements resulting from years of research 


and development. Improved locking and unlocking 
mechanisms, for instance, to make sheet changing 
easier... superior styling and handsome cover 
materials that form a background worthy of your 
finest products... and the exclusive ““Rem-Bossed 
Process” that personalizes your binders with beau- 
tifully clear reproductions of your logotypes, 
trademarks or corporation seal. 

Don’t miss this opportunity to learn what’s 


newest and best in the field. Send in the coupon. 


Remington Rand Inc. For free copy of Catalog LL-234, visit your nearest 
Management Controls Reference Library ; 5 
Room 1539, 315 Fourth Ave., New York 10 Remington Rand Business Equipment Center, or 
write to Management Controls Reference Library, 


Room 1539, 315 Fourth Avenue, New York 10. 


Kindly se nd free copy ef “Binders That Build Business.” 


NAME 
ritvLe 
FIRM 
owe 


ADDRESS PROFIT-BUILDING IDEAS FOR BUSINESS 


cITY ZONE STATE 
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Tools for Selling (cont.) 


ing the insert back and forth reveals black spots 


NO PUNCH BOARD, this device 
is a “lamp burnout visualizer,” 
developed by General Electric's 
Lamp Division, Cleveland, O. 
to show managers of factories, 
stores and offices that “planned 
group re-lamping pays big divi- 
dends.”” Operated like a slide rule, 
the visualizer has 100 punched 
holes in the outside envelope, 
representing 100% of the lamps 
in any lighting installation. Slid- 
indicating the number of burnouts 


to be expected at various stages of average lamp life. Visualizer helps users of large 
and small lighting systems grasp benefits of “group” re-lighting by showing that labor 


time—the leading factor in the cost of re-lamping 


can be reduced from 60% to 85%. 


HEAVY POWER EQUIPMENT MAKERS face the problem of showing pros- 


pects the inner construction of machines. To do this visually, Thew Shovel 


Co., Lorain, O., uses see-through overlays to “break down” into component 


parts the company’s new turntable for power shovels and cranes. Booklet 


consists of eight pages of rotogravure printed, transparent acetate film. Each 


page displays one unit of the turntable in complete detail, Collectively, the 


pages illustrate entire turntable. One can begin with the first page and view 


equipment as a whole, and as pages are turned, he can inspect each unit 
assembly. As he flips pages, turntable is reconstructed on the left-hand side 
to show a reverse view of entire structure. Each unit is illustrated in a 
different color to make it distinct from other parts. Booklet created by 
Milprint, Inc., 4200 N. Holton St., Milwaukee 1, Wis. 
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Researcher 
Alfred Politz 


Recommends 
Copywriter 
Claude Hopkins 


Claude Hopkins, whose creative copy 
made him one of the highest paid writers 
in advertising history, owed much of his 
success to his own copy research—which 
Alfred Politz rates as one of the most 
significant milestenes in advertising re- 
search history. 


In “SCIENTIFIC ADVERTISING,” Hopkins 
summed up the basic principles of adver- 
tising techniques proved by his enormous 
experience with tested copy. The simple 
axioms he developed 30 years ago are as 
true now as they were then—and twice 
as important. 


Long out of print, and a practically un- 
obtainable collector's item, the book has 
now been re-issued so that everyone who 
we writes or pays for advertising may 
eep it on his desk for constant reference. 


Discount prices on orders: 5 to 9 
copies, 10% off... 10 to 24 copies, 
15% off .. . 24 to 49 copies, 20% 
off... 50 or more copies, 25% off. 


MAIL THE COUPON FOR YOUR COPIES TODAY 


Moore Publishing Co., 

Book Division 55 

48 West 38 St., New York 18, N. Y. 
Sb o60hebavans essa 
“SCIENTIFIC ADVERTISING” 


@ $2.00 Check [| Money Order 


ADDRESS TO: 
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Coming... 


More Turkey on Summer 
Menus: 


Co-op Promotion Does it 


in Sales Management 
December 15 


Canada’s Gains Far Greater than U.S. A.'s 


Newly released 1951 Canadian Census shows population 
and retail sales up 22% and 210% in the past decade. 


The results of the 1951 Canadian 
Censuses of Population and Retail 
Trade, now being released by the 
Dominion Bureau of Statistics, under- 
line two points: 

First, the magnitude and rapidity 
of Canadian expansion since 1941, 
which Sates MANAGEMENT has 
taken great pains to emphasize, has 
exceeded that of the United States 
in the same years. 

Second, despite the lack in Canada 
of the complete and detailed statis 
tical reporting available for the 
states, counties and cities of the 
United States, the Survey of Buying 
Power estimates of population and 
retail sales for Canadian areas, which 
are nowhere else available, have 
proved to be sufficiently accurate to 
allow marketing men both here and 
in Canada to appraise intelligently 
the potentials of many new = and 
rapidly growing markets. 


The Sharp Contrasts 


In the period 1941-1951, a decade 
of unprecedented advance for the 
United States economy, when popu 
lation rose 15% and retail sales in 
creased by 1770), the corresponding 
Canadian population gain was 22% 
and the gain in retail sales 210%. 
See Table 1, “Population and Retail 
Sales Changes,” on facing page. 

In 1947 Sates MANAGEMENT be 
gan its Canadian Survey of Buying 
Power in response to a growing need 
for current marketing data on Canada 
that had become increasingly empha 
sized by the tremendous economic 
strides made by Canada during the 
WW II. The last Canadian Census 
had been taken in 1941, and the next 
one was not to be taken until 1952, 
covering the year 1951, but with no 
results available until 1953. The 
paucity of postwar benchmarks pre 
sented a challenge to SALES MAN 
AGEMENT, but the know-how and 
techniques developed on the U.S.A. 
section were applied to Canada. 

How close to the truth were the 
SALES MANAGEMENT estimates for 
Canada? Over three years ago, in 
the May, 1951 Survey of Buying 


94 


Power, Canadian population (in- 
cluding the newly added province of 
Newfoundland) as of January 1, 
1951 was estimated at 14.0 million. 
The Census figure was the same but 
was released two years later. 

In the May, 1952 Survey, total 
Canadian retail sales for the year 
1951 were estimated at $10,425 mil- 
lion. This proved to be within 2% 
of the Census figure released 18 
months later. The correspondence is 
actually closer, for the Dominion 
Bureau of Statistics’ definition of re- 
tail sales differs slightly from that of 
the United States Bureau of the 
Census, to which all Survey estimates 
are geared, in that garages are in- 
cluded, although the United States 
practice is to regard garages as be- 
longing to the service trades. Deduct- 
ing $136 million for such outlets 
brings the Canadian Census figure 
down to $10,518 million, giving the 
Survey estimate an “error” of nine- 
tenths of one percent! Readers may 
recall a similar instance in 1951 when 
the 1948 United States Retail Trade 
Census reported a national total of 
$130,527.3 million, as against the 
SALES MANAGEMENT estimate, pub- 
lished over two years previously, of 
$130,557.3 million, an “error” of two 
hundredths of one percent! SM’s 
research men disclaim all pretensions 
to “black magic”: They would have 
been more than satisfied to come 
within three percent of the truth. 


How to Verify Accuracy 


Actually the best way to evaluate 
the accuracy of the Survey estimates, 
which are annual projections from a 
previous Census benchmark, is to 
divide the total error by the numbe1 
of years between Censuses, for each 
succeeding year introduces an oppor- 
tunity for error, which cumulates 
over the entire period. By and large, 
the Survey estimators hope to keep 
within a one percent average annual 
error on all estimates, both for the 
United States and for Canada. 

The change in the structure of re- 
tail trade in the period 1941-51 
showed some, but not all, of the type 
of developments reflected in the 


United States in the same years. As 
in the United States, the rate of gain 
for general merchandise stores lagged 
far behind total retail store sales 
gains but, unlike the United States, 
so did food store sales. General mer- 
chandise sales in 1951 accounted for 
16.8% of the Canadian total, as 
against only 11.9 percent in the 
United States. The explanation in 
part reflects the somewhat greater im- 
portance, in Canada, of the general 
country store, included in general 
merchandise. This is borne out by the 
fact that the Canadian food store 
group only accounts for 21.6% of 
total sales, as against 24.1% in the 
United States. 


Greater Gains in West 


Regional changes in the structure 
of retail trade in Canada showed the 
same westward shift that character- 
ized the United States. Thus, British 
Columbia and the Prairie Provinces 
enjoyed the greatest gains (over 
250%), with the Maritime Prov 
inces lagging behind, gaining only 
150%. Again, as in the United 
States, retail sales gains in the major 
metropolitan areas lagged somewhat 
behind the national gain, with by far 
the largest gains occurring outside 
of the central cities. All of these basic 
changes had been anticipated in the 
1952 SaALEs MANAGEMENT Canadian 
Survey, with however, the following 
exceptions : 

The Survey underestimated cet 
tain individual components of retail 
sales, particularly furniture, house 
hold furnishings and radio sales, de 
spite overall accuracy on total sales. 
See Table 2, “Comparison of Com 
ponents of Retail Sales, 1951.” 

On the other hand, there was an 
overestimation of the retail sales of 
the large metropolitan areas. 

Defining the latter along county 
lines as indicated in Table 3, “1951 
Canadian Census of Retail Trade 
vs. SALES MANAGEMENT Estimates,” 
Survey estimates for nine of the lead 
ing 10 areas proved to be somewhat 
on the high side. However, the Cen 
sus results are themselves sometimes 
puzzling. Winnipeg, for instance, the 
central marketing area for a_ rich 
farming region, is reported by the 
Census to have had a degree of gain 
far below that of the Prairie Prov- 
inces and of Canada. 

The Survey can at best point in 
the right direction and indicate ap- 
proximate size of target. 
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Table 1 


Canada vs U.S. A.— Population and Retail Sales Changes 
POPULATION (Millions) RETAIL SALES (Millions of $) 
% change 


United States ' 152,975 176.8 


Canada 10,654 


Table 2 


Comparison of Components of Retail Sales, 1951 


(Canadian Census vs. Sales Management Estimates) 


Census Sales Management index of Accuracy Average Annual 
(Million $) (Million $) Percent Error 


Food 2,358 
General Merchandise 1,744 
Furniture, Household Furnishings, Radio 394 
Automotive 1,731 
Drug 257 


Table 3 


1951 Canadian Census of Retail Trade vs Sales Management Estimates 


(For Canada, Provinces and the Large Metropolitan Trading Areas) 


CANADIAN CENSUS 
(000 $) SALES Index 
MANAGEMENT of 
1951 (000 $) Accuracy 


CANADA 10,653 946 : 10,425,527 


Ontario y ,191 ; 4,010,744 


Quebec ,438,113 ; 2,345,490 
British Columbia * , 093, ’ ; 1, 164,654 


Prairie Provinces 116, : . 2,080 081 


Manitoba ‘ : 676 , 430 
Saskatchewan ; 593,654 
Alberta ‘ X ‘ 809 997 
Maritime Provinces J : : 712,144 
Prince Edward Island ‘ : 42,063 
Nova Scotia ; : 426 ,930 
New Brunswick : ; 243,151 
Newfoundland : 414 


Toronto (York, Ont.) , 288, . , 351,601 
Montreal (Montreal, Jesus island and Chambly, Que.) 229, : 273. , 330,649 
Vancouver (Div. 4, B. C.) ' , 866 
Winnipeg (Div. 6, 9, Man.) : , , 713 
Hamilton (Wentworth, Ont.) 253, : ' 422 
Ottawa (Cariton, Ont., Hull, Que.) 

Edmonton (Div. 11, Alb.) ; ; 092 
Calgary (Div. 6, Alb.) 

Windsor (Essex, Ont.) 

Victoria (Div. 5, B. C.) 


TOTAL, ALL METROPOLITAN AREAS 


* Including Yukon and Northwest Territories. 
Biggest sales gains in the 1941-51 decade were in the western area (same was true in the U. S. A.) and in areas outside the major central cities 
Major error in SM's Canadian SURVEY of 1951 retail sales was underestimation of rural areas and of the store classifications of furniture. household turnishings and radio 
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At Standard Pressed Steel: 
Salesmen’s Turnover: Zero 


What's behind this remarkable record in a 50-year-old 
concern which has doubled its sales force and tripled sales 
since 1946, and provides jobs for 2,000 factory workers? 
Why has the company never had to advertise for help? 


BY GEORGE A. GADE 


Vice-President, Sales 
Standard Pressed Steel Co. 


Meet the Author 


George A. Gade, vice-presi- 
dent in charge of sales, 
Standard Pressed Steel Co., 
became a sales representa- 
tive for SPS in Chicago, fol- 
lowing his return from serv- 
ice in 1945. He had served 
almost four years as a lieu 
tenant in the Office of Naval 
Intelligence. 

He was transferred to De- 
troit in 1947 and made dis 
trict manager with jurisdic 
tion over parts of Michigan, 
Ohio and Indiana. Two years 
later he became regional 
sales manager in charge of 
Chicago, Detroit, Cleveland 
and Cincinnati Territories. In 
1950 he was put in charge of 
outside sales for the entire 
country. 

In March of last year, he 
transferred his headquarters 
from Detroit to the SPS plant 
in Jenkintown, Pa. He was 
elected a director of the com. 
pany in April, 1952. 

A graduate of Wharton 
School, University of Penn- 
sylvania, 1928, he joined SPS 
in 1939 in the purchasing and 
accounting departments. 

Gade is son of one of the 
SPS founders, Harald F. 
Gade, who retired last year 
after 49 years as an officer of 
the company. 


Red tape and poor communications 
may be the big factors that create 
rapid sales-force turnover. I say ‘“‘may 
be,” because it is my guess. At Stand- 
ard Pressed Steel we have no turn- 
over. 

We celebrated our 50th anniversary 
this year, and in our half-century of 
business, a salesman has never left 
the company voluntarily to seek em- 
ployment elsewhere. Only two were 
dismissed. 

SPS is the world’s largest manu- 
facturer of socket head screws and a 
large volume producer of hollow set 
screws, dowel pins, spring pins, pres- 
sure plugs, locknuts, specialty air- 
craft parts and work benches and 
other shop equipment. 

Currently our sales force numbers 
36. In 1946 we had 18 salesmen. 
Since then, while our sales force has 
been doubled, our business has more 
than tripled. 


They Come, They Stay 


Not only with our sales force but 
with all our SPS people, our com- 
pany seems to enjoy remarkable em- 
ploye relations. In the past 20 years 
including, as you know, some fairly 
trying times in the labor market 
Standard Pressed Steel has never had 
to advertise for employes. 

We have 350 major distributors— 
more than twice as many as in 1946 

and in the past 25 years have lost 
only one. Rumor has it that we spoil 
them for anybody else. Perhaps that 
applies to our employes, too. Once 
they become SPS people, they stay. 

There is no magic formula for the 
success we enjoy with salesmen, We 


offer no gold-plated Cadillacs (com- 
pany supplies Chevvies) and we give 
our salesmen no fabulous bonuses or 
cash incentives. They are paid salary 
and commission. Salaries are in line 
with going rates in industry. Our 
sickness and accident, insurance and 
pension plans are liberal but not 
unique. On the surface it would ap- 
pear we have nothing to offer sales- 
men that they could not get some- 
where else. Yet, we receive a loyalty 
from salesmen that is reflected in our 
most prized sales statistic: A salesman 
has never quit. 

One clue to our success may lie in 
our company practice of usually hir- 
ing untrained people. We preter to 
hire “potential” and develop _ it. 
Breaking bad habits learned elsewhere 
is costly and you can't always be sure 
they are broken for good. However, 
this practice is not hard and_ fast. 
While many of our best salesmen 
have come up through the SPS shops, 
others were salesmen when we hired 
them. At least one was as far re- 
moved from socket head screws and 
aircraft parts as candy, which he sold 
before joining SPS, 


index Skills 


Before hiring tor all jobs, we care- 
fully screen applicants for potentials. 
Their skills and learning ability are 
indexed so that we may have easy 
access to individuals with potentials 
we need. From test results we deter- 
mine whether an applicant has sales 
potential. 

Should a man in the shop apply 
for sales work, our first step is to 
check his record to determine how 
much sales potential is inherent in 
his skills and psychological makeup. 

We are firm believers in this: 
There: are no born salesmen; they 
are made. We believe, too, that psy- 
chologically there is no one sales be- 
havior pattern. 

At least one-third of a decision tor 
or against a sales applicant is con- 
trolled by psychological test results. 
Our sales work is not spectacular, It 
is a studious, building job. We select 
men who can adjust to our needs. 

Second clue to sales force loyalty 
may be in our training philosophy. 
We never use canned material. We 
never treat our men as cogs in a 
wheel. Each sales trainee is taken by 
the hand and led through the steps 
that make salesmen. 

A new trainee works with the 
sales manager in the home office for 
a month to get a feel of the sales 
organization and routine. He is then 
sent out into one of our nine terri- 
tories to work with a territory man- 
ager. At first, the territory manager 
accompanies him on many calls to 
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It takes a fourth 


Whether you're playing bridge, or playing for 


higher stakes in business, it takes a fourth. 


Financial, production and engineering — skills 
don’t pay off unless they’re backed up by the 
fourth skill— Distribution. 


Nobody ever made money in the manufacturing 
business without that fourth skill, which includes 


sales effort. 


Sometimes management loses sight of this. It 


talks of production at a profit, and yet there 


is no profit until goods are sold. 


It would never think of withholding power 
that is needed to get the most out of plant 
capacity. And yet it frequently holds back on 
the power of advertising when it is needed most 
to help Distribution maintain sales and profit 


levels. 


Today there is new thinking at the management 
level in many companies. Distribution is getting 
priority. The old question “How much can we 
save on advertising ?” is being replaced by “How 
can we find more jobs that advertising can do 


to increase sales effectiveness?” 


Have you ever put the question to your adver- 
tising agency that way? Try it. Theirs is the 


fourth skill. 


™= PENTON foueins 


PENTON BUILDING e CLEVELAND 13, OHIO 


DECEMBER |, 1953 


No wonder LUSTEROID vials and tubes 
sell by the million! 


These smart plastic containers 
are made for merchandising as 
well as protection. They've 
got color galore—clear or 
opaque. They're printable 
so you save on labeling 
They are so much lighter 
you save on ship- 

ping, handling and 
packing. And 

they're strong, du- 

rable, iiekain. 


Get the story on 
LUSTEROID and 
see for yourself, 
Sizes from 4" to 
1%” in diameter, 
lengths up to 6”. 


LUSTEROID 
Container. 


Company, 
Write for samples 


and prices today. Inc. 


16 West Parker Avenue, Maplewood, N.J. 
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SPS Loves Salesmen 


“We love salesmen,” is the title of an eight-page booklet Standard 
Pressed Steel Co. mails to suppliers and hands to salesmen calling the 


first time. 


Complete with maps, directing salesmen to the plant, diagrams to 
show where to park and the entrance to the Purchasing Dept., the 
booklet lists the names and titles of those at SPS “you'll want to see.” 


Here’s the reason SPS gives to salesmen for loving them: 


“They maintain our vital supply lines, exert themselves to meet our 
specific needs, help to keep us posted on new materials and products. 
And we love salesmen because—well, maybe we flatter ourselves, but 
we like to think we’re salesmen, too, here at SPS.” 


appraise his technique. After the new 
man makes calls on his own, he 
checks with his manager to discuss 
his expel ences, Bec ause each man- 
ager has worked up from the ranks 
in the same training pattern, he can 
steer the trainee in the right direc 
tion. His close supervision of the new 
man prevents development of bad 
habits and solves immediately any 
problems that develop. This “take ‘em 
by the hand” training approach has 
proved invaluable. It is supplemented 
from time to time by sales meetings 
in the home office. 

A foremost requisite for salesmen 
is product knowledge. For most of 
our men this is no problem. A major- 
ity of them started in our shops and 
were transferred to sales upon their 
request. Average time in shop work 
for our sales force runs about seven 
years, so salesmen know our products 

literally from the ground up. 
Those who come to us from the 
outside—usually suggested to us by 
our salesmen as good men to hire 
are thoroughly schooled in’ product 
knowledge. 


SPS in-Plant Training 


When new products or technical 
developments are made, salesmen 
may be called in for a two-week meet 
ing. They get an opportunity to dis 
cuss new developments first hand. 
And while they may have heard 
about these advances, we assume they 
haven't and start from there. Our in 
plant training sessions cover every 
phase of our operation. They serve 
as a refresher course, stimulant and 
advance training course. 

As the psychologists have long said, 
there are three ways to learn: trial 
and error, imitation, and logical an- 
alysis. Our major emphasis is on 


logical analysis. At our training ses 
sions, salesmen come in close contact 
with key home-office people. They 
discuss field problems with men best 
qualified to give direct answers. And 
most important, at these sessions the 
men get a chance to recharge them- 
selves with the friendliness and coop- 
eration that seems to permeate SPS. 

Third important clue to our sales 
force stability is bound up in the 
word attitude. When our men first 
go into the field, they must. take, 
along with product knowledge, an 
attitude toward their work and their 
company that always has spelled suc- 
cess for us. So many elements go 
into the SPS salesmen’s attitude, it 
requires an expanded explanation. 
These are the “feelings” that make 
salesmen stay loval and sell produc 
tively: 


1. Mental thirst: Our men want to 
learn answers, not just for themselves 
but for their customers. Most of them 
come up from the shops where they 
started as unskilled apprentices, just 
out of high school. Because they 
learned their jobs well and because 
they had sales potential, they were 
made salesmen. Although they have 
had no academic engineering training, 
they have been able to go out into the 
field as competent sales engineers for 
our products. That’s because they 
have been eager to learn. They know, 
too, that they will continue to rise in 
the company by adding to their store 
of knowledge. Thus, mental thirst— 
sincere desire to learn—is the first ele- 
ment of the SPS attitude. 


2. Pride: SPS has grown from 
humble beginnings to become a leader 
in the metal fastener industry. In 
Jenkintown, Pa., a community of 
56,000 people, it is now the principal 


SALES MANAGEMENT 


2,000 people 
who work at 600 different jobs. 
Wherever possible, promotions are 
from the inside. Every man knows he 
can advance according to merit. He 
has seen his fellow shopmen go on 
to become salesmen, supervisors of 
key executives. The salesman has 
pride in precision, quality products he 
has learned to make, and pride in a 
company that stands behind him 


industry. It employs 


3. Service: Our salesmen are out 
to sell by offering the finest products 
backed by the best service. SPS con 
siders it a direct obligation to cus- 
tomers to be exposed to their prob- 
lems. Thus, there is no end to the 
service performed for our distributors 
and their customers. Each salesman 
devises his own special aids. If a 
distributor has an inventory problem, 
our salesman makes an effort to get 
the answers. If it is a financing prob- 
lem, he'll tackle that, too. These are 
services beyond regular product ser\ 
ices—such as assistance in selecting 
the right product for a particular job, 
or in suggesting a standard product 


in place of a special one. 


4. Inquiry: SPS salesmen ask ques- 
tions. Many sales calls resemble re 
search depth interviews. They want 
to know what customers think of our 
products, our distributors, our sales 
men and our service. They know we 
can serve best when we know what 
customers want. This inquisitiveness 

constructive interest in our custom 
ers’ problems—has made our salesmen 
welcome wherever they go. All our 
salesmen are alike in their interest in 
customers. That is why, when we ro- 
tate our men, they are always wel- 
omed in their new territory. 

The fourth and final clue to hold- 
ing our sales force intact lies in the 
participating cooperation of the home 
office with the men in the field. And 
when I say the home office, I mean 
the whole plant in Jenkintown. 

We never throw roadblocks in 
front of our salesmen. We have no 
“through channels” when a problem 
arises. If a product problem comes 
up in the field, our salesmen don’t 
have to work through the territory 
manager and then through the sales 
manager and then on through a hier- 
archy in the Engineering Department. 
They get on the telephone and speak 
directly to the man in the plant who 
can give them answers directly. No 
matter what turns up in the field, 
our salesmen can call on anyone in 
the company. There’s no red tape or 
lengthy When a 
salesman feels something should be 


done for a customer, he gets it done. 
The End 


cort espondenc e. 
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“Influenced by magazines’—Jenkins 


e 


LAKELAND, FLA.—“Women are our 
number one shoppers,” says George 
Jenkins, president of Publix Super- 
markets. “We've found their pur- 
chases, especially of national brands, 
to be considerably influenced by 
magazines like McCall's.” 


More than 4,525,000 women are 
guided by McCall’s in buying for 


their families. McCall’s can get your 
product on their shopping lists and 
make sales for you (as Mr. Jenkins’ 
experience proves ). 

That’s why your first, your best 
advertising buy is 


McCalls 


The average member of “The Representatives” 
has been selling electronic products and com- 
POnents to jobbers and manufacturers for 
10.15* iSiptie is a member of the asso- 
ciation for ed 18 promote better internal 
relations in the in 
facturer and his ¢ 


try between the manu- 
mers and through the 
years hag bent all efférts to maintaining this 
spirit of sincere cooperation, and a high code 
of ethical selling. Since the early beginnings 
of the electronics indudfty, “The Representa- 
tives,’ by building up ch@pnels of distribution 
have been @ large facto in the growth of 
the indugtry. Each member 

has been approv 


pf “The Represent- 
by @ jury of his 
fated to upholding 
standards and th @xpansion of your 


ae 


Bot all members of 


‘ The Represent- 
have been selling iq) 


e industry for 
years. 


The Representatives assistance in 


inal Headquarters Office 


E REPRESE 
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SEND FOR THIS BOOK! 


FULL INFORMATION 
ABOUT THE BIG 
BUFFALO MARKET, 
NEW YORK STATE’S 
2nd LARGEST 


SELL THE NEWS READERS 
AND YOU SELL 
THE WHOLE BUFFALO MARKET 
OF OVER 1,400,000 PEOPLE 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 


Editor and Publisher National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER : 


Readers’ Service Can 
Furnish These Reprints 


PLEASE SEND REMITTANCE with order 
to Readers’ Service Bureau, SALES MAN- 
AGEMENT, 386 Fourth Ave., New York 16, 
N.Y. 


REPRINTS 


282—-What Happens to Margin and 
Profit When You Cut Prices 5%, 10%, 
20% ?, by T. G. MacGowan. (Price 10c) 


281—-Wanted: More Creative Selling 
For Products Sold to Industry (five arti- 
cles), by Alan E. Turner. (Price 50c) 


280—How to Put Warmth dnd Friend- 
liness Into Your Letters (five articles), 
bv Robert E. Smallwood. (Price 50c) 


279—10 Common Weaknesses in Sales 
Supervision, by C. L. Lapp. (Price 10c) 


278—-What Distributor Salesmen Want 
Most in Meetings, by Louis H. Brendel. 
(Price 10c) 


7—How to Determine If Your Prod 
uct Can Be Sold Door-to-Door, by Nor- 
man Brucks. (Price 25c) 
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276—Why Price is 10th in Buyer Pref- 
erences, by David Markstein. (Price 5c) 


275—It's No Time for Buck Fever 
When the Buyer Says, “How Much?” by 
W. C. Dorr. (Price 5c) 


274—Babies Mean Business, by A. R. 
Hahn. (Price 25c) 


273—Cost of Salesmen in the Field— 
Up 25% Since 1950, by A. R. Hahn 
(Price 50c) 


272—Ten Commandments for Sales- 
men, by Jack W. Thompson. (Price Sc 


271—Buyers I Dislike! by Ray B. Hel 
ser. (Price 5c) 


270—Canco Now Trains with Seminars 
for Salesmen, by John H. Caldwell 
(Price 10c) 


269—Don't Be a Half Failure! by 
Philip Salisbury and Arthur A. Hood 
(Price 10c) 


268—It's Good Management to Keep 
Tabs on Your Competition, by Richard 
C. Christian. (Price 10c) 


267—20 Ways to Show Salesmen You're 
the Man to Be Their Boss, by William 
J. Tobin. (Price 10c) 


MISCELLANEOUS REPRINTS 


The following miscellaneous reprints are 
also available until present limited stocks 
are exhausted. (Price is indicated.) 


CANADIAN EDITION — Survey of 
Buying Power, May 10, 1953. (Price 
$1.00 


The INDUSTRIAL Survey of Buying 
Power—May 10, 1953. (Price $1.00) 


How to Find and Sell “The Man” 
When You Call on Blue-Chip Giants, by 
Eugene B. Mapel. (Price 10c) 


Come Clean With Your Agency—And 
Get Better Advertising, by James C. 
Cumming. (Price 5c) 


10 Big Benefits You Enjoy When You 
Put Your Policies in Writing. (Price 10c) 


The Three Biggest “Problem Areas” 
in Sales Management, by J. O. Vance. 
(Price 10c) 


Centaur Finds a Short Cut for Han- 
dling Salesmen’s Expenses, by R. E. Gray. 
(Price 10c) 


Key Questions to Ask Salesmen When 
You Revamp Territories, by B. M. Aus- 
tin. (Price 10c) 


SHOP TALK—When the Call-Report 


Says “No Sale,” by A. R. Hahn. (Price 
5c) 
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Auditorium Wing 
at The Greenbrier 


In mid-1954, The Greenbrier will offer enlarged and im- 
proved facilities for group meetings at famous White 
Sulphur Springs, West Virginia. The New Auditorium wing 
will offer groups up to 1,000 the most modern meeting 
facilities to be found anywhere. 

The new addition will have an 8,600 sq.-ft. auditorium 
with a capacity of 1,075 for meetings and 860 for banquets. 
A theater with continental style seating and an inclined floor 
will accommodate 400. Both will have full stages with all 
facilities, plus the latest projection equipment and PA. 
systems. Various sized smaller meeting rooms are also in- 


cluded. The entire wing will be air conditioned. 


For detailed information about the new meeting facilities, PR 


a het 
address: DIRECTOR OF SALES ; 


TCENM 


WHITE SULPHUR SPRINGS, WEST VIRGINIA 
Telephone: White Sulphur Springs 110 
Teletype: White Sulphur Springs 166 


4 


~ 
Or inquire of Greenbrier offices in New York, 588 Fifth Ave., JU 6-5500 * Boston, 73 Tremont St., 
LA 3-4497 * Chicago, 77 W. Washington St., RA 6-0625 * Washington, Investment Bldg., RE 7-2642 
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AUDITORIUM set for banquet 


Dimensions — 72’ wide by 112’ long. No 
obstructions. Fully equipped stage 

40’ x 20’, orchestra pit, dressing rooms. 
Motion picture and slide projection. 
PA, system. 

110-220v. A.C. power supply with ample 
outlets. Pantries and kitchens adjoining. 


THEATRE 


Dimensions 56’ x 76’. 

Inclined floor, continental seating. 
Fully equipped stage, 64’ x 16’ 

(40 proscenium opening), 
orchestra pit, dressing rooms, 
Motion picture and slide projection. 
PA, system. 

110-220v. A.C. power supply. 


CUSTOMERS ASK FOR "PETE" because they've seen him so often on television, feel 
they know him, DeMet moves 45 used cars over every week-end. (His used car lot is 400 
feet long!) No hit-and-run man with a prospect, he believes in patient explanation of 
honest values. He budgets $7,000 per week for television 


Tell It Often, Sell It Hard: 
How to Sell Used Cars 


This active Chicago Pontiac dealer spends no time moan- 


ing at the bar. Autos are moving briskly. Lively promotion 


of honest values offered through liberal newspaper adver- 


tising and over TV keep prospects trooping in, and buying. 


New and used car dealers cur 
rently outnumber night club perform 
ers when it comes to singing the blues. 
The market, they wail, is “softening.” 

Ask Peter DeMet, Pontiac dealer 
Chic ago’'s 
“‘How’s business, Pete?”” His answet 
will be: ‘Business is good, and get 


ting better all the time!’” You wonde 
what ingredients he uses to effect a 
cure for the automobile business head 
ache. His “formula” has done this: 

1. Pulled him up from the bottom, 


in mid-1951 when he bought a declin- 


out on northwest side: 
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ing Pontiac agency, to what many 
consider as one of the foremost Pon- 
tiac dealerships in the U.S. 

2. Increased his sales more than 
400% since he took over the ailing 
agency. 

3. Enabled him to move upwards 
ot 45 used cars over any weekend (in 
a highly competitive used car mar- 
ket. ) 

DeMet is called the only “high- 
promotion” dealer representing an 
“old name” company (General 


Motors) in the Middle West, a fact 


that restrains him from using “circus 
as demonstrated so often on 
television and radio by dealers who 
handle independent makes. 

It is not difficult for him to sur- 
vive the dignified stare of the parent 
company. When DeMet shows a car 
on TV for a discounted price, that is 
exactly the car the viewer can buy 
and at that price. Says DeMet: 
“Sure, it’s a ‘leader,’ but the customer 
can buy that leader.” 

DeMet runs his agency like big 
business, allocating authority where 
it should be allocated, letting the 
right people handle details that might 
give the boss a nervous stomach, and 
at the same time being completely 
aware of what’s going on within the 
company. This means taking the 
executive's personal interest in all 
operations. 


tactics 


Can't Get Enough! 


DeMet on new cars: “Actually, 
we've never been able to get enough 
new cars to meet the demand our 
program arouses. We've purchased 
several hundred outside the factory 
quota delivery.” 

On used cars: “Dealers who some 
times think they are in trouble prob- 
ably don’t take the time to study mar 
ket trends and current conditions; 
they are either too conservative 
afraid to take a chance—or not con 
servative enough. At DeMet Pontiac, 
we insist that our used cars must be 
turned over in 30 days. Most fac 
tories try to explain to their dealers 
che feasibility of doing this to prevent 
being saddled with large inventories. 
‘But how much will we make?’ these 
dealers ask. You’ve got to be flexible. 
With us, if it means ‘take a loss,’ we 
take it fast and get it over with.” 

How about reconditioning used 
cars—can’'t that bleed the profit? “Tf 
a dealer does not have facilities for 
reconditioning cars for resale, he 
should encourage the customer to sell 
his car on his own and then give him 
a discount on the car he wants to buy. 
Then the dealer is not saddled with 
an inferior used car. 

“If we do take in jalopies,”’ DeMet 
says, ‘‘we wholesale them to dealers 
who handle that type of car, and let 
them put the cars in shape for sale. 
Wrecks—late model cars that have 
been mashed in we sell to other 
dealers who have facilities for re 
building them.” 

He believes that one reason new 
car dealers consider their used car 
lots to be a big headache is that cus 
tomers return with a list of com- 
plaints about the used car they've pur- 
chased. DeMet believes that the 
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IBM Cards used for this survey 
are available to YOU 
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Use them for fast, Uludomilic territory analysis 


By using only those cards conforming.to your It is only necessary to determine what factors 
particular sales territories, you can conveniently (or combination of factors) published in the 
apply the SALES MANAGEMENT Survey of Survey would reflect consumer demand for your 
Buying Power to your own market areas. product. If you have any questions on this point, 
Through MARKET STATISTICS, INC., the you may without obligation consult with the staff 
IBM Service Bureau will prepare these analyses of MARKET STATISTICS, INC. for complete 
for you quickly. Or if you have an installation details. 

of IBM equipment, you can prepare them auto- For further information on how to use the Sur- 
matically right in your own office. vey of Buying Power on IBM cards, write or 
More than 100 leading manufacturers and dis- phone Dr. Jay M. Gould, MARKET STATIS 
tributors have adopted this new approach to TICS, INC., 432 Fourth Avenue, New York 16, 
setting scientific sales quotas. N. Y. (Telephone Mu. 4-3559). 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
432 Fourth Ave., New York 16, N. Y. Mu-4-3559 
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*«+-are you getting 
your share of the 


“‘Mentions’’? 


How to check the use of your name 
in the newspaper advertising of 
another manufacturer's product 


@ ACB calls them “‘mentions.”’ They 
are usually buried deep in the body 
copy or hidden in a 6-point cut cap- 
tion of some advertiser who buys 
from your contract division. Yet they 
are golden advertising nuggets for 
the products they “‘tie’’ into 
Finding these ‘“‘mentions’’ would be 
an impossible job for any manufac- 
turer. They may appear in any ad- 
vertising any day on any page of the 
1,750 daily and Sunday newspapers 
published in 1,393 different cities. 
ACB is keyed to such a degree of ac- 
curacy that its readers pick up better 
than 95 out of every 100 “mentions” 
published. ‘““Competitive’’ mentions 
to show you exactly how you stand 
may also be of importance to your 
organization, 

This is but one of many ACB services 
available for business management. 
From such data, comes sounder ad- 
vertising and sales policy. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Ne a 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 8. Michigan Ave. + Chicago 3 
20 South Third St. * Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 Firat St. * San Francisco 5 


“gripe parade” isn’t necessary if the 
dealer takes worth-while precautions. 

“We make sure that our used cars 
go out in such good condition that 
they won't come back. We've found 
that it pays very well to do it right 
the first time and you save trouble, 
time and money.” 

How fast do they sell, these top- 
grade used cars? Exceptionally good 
ones aren't hanging around the lot 
long enough for the tail pipe to rust 
even a little bit, a fact DeMet credits 
to the “well-oiled, smoothly-operating 
selling organization under the direc- 
tion of sales manager Casper Her 
zog.”’ In fact, Pete is sometimes kept 
humping around Chicago to find more 
used cars to sell. 

From the beginning, DeMet has 
personally attended regular used 
auctions to keep track of what mar- 
ket conditions are and to buy out- 
standing “merchandise.” Word soon 
got around that “Pete DeMet is at- 
tending the auctions — maybe we 
ought to go to see what he’s doing 
better than we are!” Now, he savs, 
he can usually spot several othe: 
Pontiac dealers keeping their eyes on 
him, in addition to one or two repre- 
sentatives from other high promotion 
dealers who compete with him for 
television audiences. 

The behind-the-scenes element that 
gets the message through to the public 
is DeMet himself. Unlike many big 
dealers who leave the job of writing 
advertisements to sales managers or 
star salesmen, or even to anyone who 
can read a car's brand name. Pete 
works with his advertising avency, 
Wright and Campbell, on all copy 
and on promotional ideas for his two 
television shows. 


Two Shows a Week 


DeMet sponsors (and works in) 
two TV shows each weekend, both 
unusual in their concept of late eve 
ning performances, To start the fall 
season, he contracted with Howard 
Miller, a personable young disk 
jockey, to emcee a_ platter show 
scheduled to run locally from 11:00 
p.m. Friday nights to an hour past 
midnight. In addition to the playing 
of top request records, visual enter- 
tainment is provided by unusual cam- 
era angles of such things as mobile 
displays, people caught off guard, pup- 
pies romping in the studio, etc.—all 
while the music is playing. 

As “breaks,” only four or five cars 
are shown—all top quality and at re- 
duced prices—and special guests are 
interviewed by Miller. Since only a 


one-page “‘script of notes is used, 


all dialogue is impromptu. Recently 
DeMet, sitting in the control booth 
watching Miller interview John Reed 
—who heads the organization that 
controls the use of lie detectors— 
came “close to having a coronary.” 

Miller, keeping up a dialogue with 
Reed, agreed to a detector test. “He 
put the full official treatment on 
Howard,” says DeMet, ‘“‘and to sev- 
eral deliberately leading questions, 
Howard purposely gave the wrong 
answers to demonstrate the reaction 
of the machine. Then came a question 
that made me hold my breath.” 

Reed shot at Miller: “Do you hon- 
estly believe everything you say about 
DeMet Pontiac?” Without a split 
second’s hesitation, Miller replied, 
“Yes, I certainly do!” The needle 
never wavered. The question was not 
planned beforehand. Needless to sa\ 
Howard Miller is now “in,” both 
with DeMet and his viewers. 


100,000 People Watch 


How many viewers are there at 
that time of night? The show’s rat 
ing was measured at periods fron 
12:45 to 1:00 a.m. near the end ot 
September, with a 13.2 result. The 
Sunday evening DeMet “new” movie 
(about a year old) enjoys an equally 
commendable rating. It is estimated 
that more than 100,000 people stay 
up to watch these shows, to view the 
DeMet cars and to hear the sales 
message. 

Cars shown are such high-quality 
merchandise that even the advertising 
agency men are interested in them. 
William Wright, one of the advertis 
ing men, was so taken with a 1949 
Cadillac that was scheduled to be 
displayed on a recent show, that he 
had it pulled off the line and bought 
it for himself. “The television public 
is getting canny,” DeMet says, “and 
there’s no use trying to fool them. 
Once, studio lighting and fuzzy pic 
tures could cover up many defects 
in cars shown, but improved technical 
aspects and sharper pictures at home 
show up any car for just what it is 
worth.” 

What solid foundation has DeMet 
built his business on? Last February, 
he decided to find out for himself, 
through a method that is applicable 
for any automobile dealer. He em- 
ploved the Chicago research firm of 
Gould, Gliss and Benn to learn just 
what his customers thought of him. 
It was a two-pronged idea: (1) To 
get more material for advertising pur- 
poses and to provide an accurate 
picture of the business. 

“We wanted the public approach 
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to the car business,” Pete said, “and 
we hoped their reactions would be 
what we expected them to be. If their 
answers were not good, of course we 
wouldn’t use the material.” 

The researchers requested that they 
select the people to interview, so 
Gliss went through DeMet’s cus- 
tomer file and chose survey samples. 
The question posed: “Are you com- 
pletely satisied with the deal you got 
at DeMet Pontiac ?” 

When the first survey was com 
pleted at the end of February, 87% 
of DeMet’s customers said they were 
completely satisfied with both the 
warrantee and the car. “We found 
what errors we'd been making with 
the other 1307,” DeMet says, and 
‘uncovered errors in public opinion. 
We took immediate steps to remedy 
them.” Then there was a_ second 
survey. 

The second survey disclosed that 
93% of all DeMet customers were 
completely satisfied with their deal. 
Modestly, DeMet believes that “‘it is 
not beyond being statistically in e1 
ror,” but that it indicates improve 
ment in customer relations. 

The findings of the survey have 
since proved to be a valuable selling 
point in all DeMet newspaper and 
TV advertising, since no other Chi 
cago dealer has felt sufficiently se 
cure to make that claim. It has the 
punch of the old bromide “Fifty mil 
lion Frenchmen can’t be wrong!” 

Now, too, the research firm checks 
all advertising copy and commercials 
to see that all facts agree with the 
survey findings. GM _> people, who 
watch the shows, chide DeMet if his 
commercials seem too high-sounding. 

“We budget $7,000 a week for 
television,” he says, “and we are cer 
tain that it has been worth much 
more than that to us in return for 
public good will. But a smaller dealer 
need not spend that much to gain the 
confidence of his customers. That is 
something entirely dependent on his 
knowledge of human relations.” 


The End 
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Why let a sales campaign 
turn your office upside down? 


When you have a sales problem, a 
well planned and promoted incentive 
campaign can be a powerful cure. 


But a crisis is no time to sidetrack 
regular duties and tie up executive 
time with planning, promotion, prizes 
and a thousand and one extra details. 


You may pile problem on top of 
problem unless you follow the 
lead of wise sales executives from 
coast to coast, and hand the head- 
aches to Cappel, MacDonald. 


The first and only complete mer- 
chandise incentive plan service— 
Cappel, MacDonald offers you 31 
years’ experience in planning and 
conducting hundreds of thousands 
of successful campaigns. Professional 
C-M planning and service can save 
you days of time, hours of confusion, 
and actual cash as well! 


Free Planning Service. Just outline 
your problems, objectives and budget 
to a C-M specialist—no obligation, 
of course. In a short time, C-M will 
provide you with a complete incen- 
tive plan—a realistic plan designed 
to meet vour specific needs, a proved 
plan based on methods that have se- 
cured maximum results for firms in 
every branch of American industry 


Free Promotion Skill. The only crea- 
tive specialists in the incentive field 


will design and write a whole series 
of colorful promotion pieces for par- 
ticipants and their families . . . pieces 
that will maintain enthusiasm for the 
life of the contest, enlist family sup- 
port, and bring you sales-training 
benefits as well as immediate sales. 


Quality Merchandise Prizes. The C-M 
catalog includes hundreds of prizes 

each one tested for appeal and 
selected from America’s most famous 
brands. You may offer the complete 
selection, or choose merchandise to 
fit any budget, All prizes are avail- 
able to you at substantial discounts. 


Free Detail Service. C-M experts will 
select, pack and ship prizes direct to 
winners’ homes, They will supervise 
production, printing and mailing of 
promotion material, They will take 
campaign detail off your hands, and 
get the job done on time! 


You are free to reach the decisions 
no one else can make ... spark the 
campaign with your personal enthu- 
siasm., . keep your office on an even 
keel... and attack your sales prob- 
lems on other fronts 


If that sounds like a money-mak- 
ing, headache-saving proposition to 
you—call your nearby Cappel, Mac- 
Donald office or write today for your 
free copy of “The Incentive Story.” 


Cappel, MacDonald and Company 


Originators of Merchandise Incentive Campaigns 


127 Soutn LupLow Sr., Dayton 1, OHIO... Offices in Principal Cities 
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Character 
is > 


~ Greek 


so are the words... 


my teacher says--° 


School kids—30,000,000 of ‘em-—-take what 
“my teacher says” as fact, and habitually 
deliver the opinions of teacher into 10, 
000,000 homes. 


Continuously repeated mention of your 
product, service, or business philosophy by 
these millions of youngsters can be of 
incalculable benefit to you. 


There are 44 different state edited pub 
lications—over 900,000 subscribers. Com 
plete flexibility enables you to reach any 
group of states, or cover the entire coun 
try. Get all the details from Miss Georgia 
C. Rawson, Executive Vice-President, State 
Teachers Magazines, Inc., 309 N. Michigan 
Ave., Chicago 1, Ill 


State TEACHERS 
Magazines 


Perfect 
Gift for 


Every 
Executive 


Fancy Smoked 
TURKEYS 


Give a gift of distinction—one that 
will cruly flatter the recipient. Premium 
quality birds (U. S. Grade A table- 
ready), carefully dressed, then smoked 
with a rare, delicious flavor, are gifts 
of thoughtfulness for every holiday. 
Each plump, broad-breasted am 
(goose or capon) is slowly processed 
under exacting controls to insure juicy 
perfection of flavor. No cooking neces- 
sary. Each bird shipped in re-usable 
polyethylene bag, caeteed to insure 
arrival in frozen condition. 
Attractively gift-wrapped, gift card 
enclosed. Shipped prepaid anywhere 
in the U. S. Send us your gift list, we 
will ship direct. Arrival in perfect con- 
dition guaranteed anywhere within 
Railway Express delivery limits. 
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CUSTOM FOOD PRODUCTS, INC. 
701 N. WESTERN AVE., CHICAGO 12, WL. 
We will need 


o- Smoked whole turkeys of 


Ibs 
eo., av. wt 9-15 Ibs. Price $1.75 ib 
Smoked whole geese of Ibs 
ea., av. wt. 67 Ibs. Price $1.85 Ib 

o Smoked whole capens of Ibs 
ea.,, av. wt 4 Ibs. Price $1.75 Ib 

Your Name w - 

Nome of Firm ———— 

Address — —_ 

City [— 
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Proof-of-Difference Program 
Pays Off for Kent Cigarette 


(continued from p. 27) 


make sure that every man would do 
all required of him, and would tell 
the same sales story. 

In the introductory campaigns, 
Gruber explains, ‘“‘the objective was 
to build the framework for strong dis 
tribution and then let demand help to 
fill it out. We did not load dealers. 
We wanted to be sure that every 
Kent smoke fresh cigarettes, 
and we refused to regard any sale as 
completed until the consumer struck 
a match. Although we did not sell on 
consignment, we stood ready to take 
back any unsold Kents.” 


got 


Opens "A" Outlets 


In the fortnight between the time 
the men in each district first tackled 
the new cigarette and the first an- 
nouncement advertisement, they were 
to open 12% of potential outlets, 
plus chains, in that area. ‘These stores 
would all be higher-volume “A” 
lets, sold by the company’s own men 
for jobber’s account. In addition, 
jobber salesmen worked simultane 
ously on “B” and “C” stores. Loril 
lard gave them 15 cents per place 
ment for each outlet opened. 

(Although no “rewards” were 
offered to Lorillard men, their efforts 
in getting the product distributed and 
are duly weighed for an 
nual merit ratings. Last year 45 merit 
promotions were made in the sales 
organization. ) 

Chains asked to only 
their stores in the specific area being 
tackled. If any chain could not reach 
all its stores in that area before the 
advertising broke, Lorillard 
would step in and help. 

In the first three markets, salesmen 
from nearby districts “bor 
rowed” for one month. The Los An 
instance, aug 
such 


out 


promoted 


were covel 


men 


were 


veles torce, tor was 
mented by Lorillarders from 
places as San Diego and Bakersfield. 
Salesmen from Milwaukee and South 
Bend were brought in for “Operation 
Chicago.” 

By the end of the first 
Kent was to be on sale in 600% of all 
key outlets in each market. But Loril 
lard added 30 days’ grace. . . Actually 

aided by jobbers salesmen — the 
product was bought by 90% of key 
stores in each market within 45 days. 

First notified at a meeting, say, on 
Friday, that there was such a cigar 
ette as Kent, and what they would 
have to do about it, the men were 


30 davs 


routed to reach stores assigned them 
with least-possible lost motion. On 
the following Monday morning they 
set forth in their sedan delivery cars, 
carrying: 

More than 100 cartons of Kents; 
15” x 22” window posters; 914” x 
15” window posters; a number of 
easel-backed display cards; two-carton 
counter displays; one-carton counte) 
displays. 

Each area was given an allotment 
of window display material. 

This material was to be installed 
only by a window trimming company. 
Salesmen were instructed to select 
only best window locations. For 
larger chains Kent was to take win 
dow already signed tor Old 
Gold or Embassy. Buying of counte: 
display was deferred until 
Kent was in better supply. 

As tangible evidence of the fact 
that the new product would be 
backed by a near-record campaign, 
the salesmen showed dealers proots 
of the opening newspaper insertion. 
They also offered mats for dealer tie 
in advertisements. 

The dealers were duly impressed. 
Although Lorillard’s men asked them 
to “put Kent under the counter until 
the newspaper advertising breaks,” 
Temple points out that “90° of 
them displayed it right off the bat!” 

Thus ended the secrecy of Project 
7-11. 

Newspaper linage was heavy: The 
opening double-page spread was fol 
lowed in a week by a full page; in 
third and fourth weeks by 250 lines; 
then a full page; four weekly inser 
tions of 250 lines; and finally anothe: 
full page. 


space 


space 


Picks Up Steam 


During the New York-Chicago 
Los Angeles campaign, Lewis Grube 
explains, “demand grew so fast that 
we were shipping today’s production 
today.” But rapidly more machines 
were added. 

The three-market campaign was 
just picking up steam when six major 
New England areas were tackled at 
once. Then, in June, Kent went into 
Philadelphia and southern New Jer 
sey, Baltimore and Washington. By 
the time national distribution was 
completed, in May 1953, Kent had 
been launched in 26 introductory 
campaigns—most of them multi-mar 
ket. Later newspaper schedules were 
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... the approach to HARD SELL 


In the past 7 years Gross National Product Increased 73.3% 


National Income 71.3°. 


Personal Effective Buying Income 48.7% 


Retail Sales 67.2° 


Sales Management’s Circulation 74.6% 


Sales Management’s Circulation in A.B.C. Classification 1 (Mfrs. etc.) 80° 


Sales Management’s Circulation among Sales Executives 93°. * 


4 


No other magazine in the Sales or Advertising Fields 


‘an match this record of parallel growth 


caw the | Gales Monagemenl 


Sales Executive bears down THE MAGAZINE OF MARKETING 


Advertising goes up 386 FOURTH AVENUE, NEW YORK 16, N. Y. 
333 N. Michigan Avenue, Chicago 1, Ill. 


P. O. Box 419, 15 East de la Guerra, Santa Barabra, Calif. 
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heck the new | 


WBZ 


MAIL MAP 
against the areas 
where you want action 
in New England 


Map shows where listeners 
are, and where they're 


influenced to act 


A survey that plots audience loca 
tion is a big help in time-buying. 
Even more helpful is a survey that 
And _ that’s 
exactly what the new WBZ mail 


indicates sales-action. 


map does! 


The map is based on accurate 


100,000 


pieces of mail. Counties are shaded 


analysis of more than 
to indicate degree of penetration 


shown by intensity of mail returns. 


Check this new map with your 
New England sales picture.. and 
find out how important it is to tell 
your story on WBZ! For further 
touch 


information, get in with 


WBZ or 


Free & Peters. 


BOSTON 
50,000 WATTS 
NBC AFFILIATE 


WESTINGHOUSE 


RADIO STATIONS Inc 
"WBZ + WBZA + KYW’s KDKA | 
WOWO + KEX + WBZ-TV + WPTZ 


xX Pet 


somewhat reduced, but still were 
heavy. The opening announcement 
became a full page and the first fol- 
low-up 1,500 lines. A campaign cov- 
ered eight weeks. Managers were 
mailed a typewritten plan. Salesmen 
no longer were being “borrowed.” 
But in each market, their efforts were 
similarly thorough. 

By September 1952, when distribu 
tion had reached 38 major markets, 
Kent took over from Embassy spon- 
sorship of the mystery series, “The 
Web,” Sunday nights on CBS-TV. 
The switch was made by introducing 
the Lorillard “family of brands . 
and now the new Kent.” . . . In 
April, Kent launched a 
double-page spreads—usually month 
ly In The American Weekly, Life, 
Newsweek, New York Times Maga 
zine, The Saturday Evening Post 
This Week and Time. In Sep 
tember, 1953, “Monday Morning 
Headlines,” broadcast Sunday nights 
over 310 ABC radio stations, started 
to sell the new cigarette. . . . These 
magazine, radio and “TV campaigns 
continue. 

Among Kent's media there’s quite 
a lot of inter-promotion. Jonathan 
Blake’s smoke tests on “The Web” 
are reproduced regularly in maga- 
zines and point-of-purchase, and now 
and then a Kent magazine spread 
appears on TV. 


series ot 


The Test at Work 


A recent magazine advertisement 
reveals one reason why Lorillard 
salesmen have kept plenty busy. A 
picture shows the smoke 
test as conducted in Davis Pharmacy, 
Ridgewood, N. J., by Kent 
sentative J. I. O'Hara. . . 

Project 7-11 was still developing 
when someone happened to notice the 
difference in the smoke 
against the wall of a room, as blown 
from Kent and another brand. From 
this grew the test idea and program. 

At a press conference at New 
York's Waldorf-Astoria Hotel on 
March 19, 1952—a week before first 
broke there reporcers 
were asked to blow smoke into theit 
beverage glasses; turn them upside 
down on white paper, and note the 
difference in color of the stain left by 
“vour cigarette’ and by Kent. 

On Monday, March 24, 1,800 
members of the General Practition- 
ers branch of American Medical As 
sociation met in Atlantic City. Also 
attending were Lewis Gruber, Har 
old Temple and Fred Storm, North- 
ern States sales manager of Lorillard ; 
John Grier and Alexander Kroll of 
Young & Rubicam, and two local 
Lorillard salesmen. On Wednesday 


sequence 


repre 


color of 


advertising 


morning, as soon as New York papers 
carrying the double-spread announce- 
ment reached the convention hall, the 
seven men went to work to show the 
doctors what Kent meant. Working 
in shifts at three tables, with ordinary 
beer glasses, they proved Kent's fil- 
tration of nicotine and tars against 
the doctors’ own brands. 

Until then Lorillard’s main con- 
tact with medicos had been an ex- 
hibit at the annual meeting of the 
AMA and Old Gold advertising in 
some medical journals. . . In nine 
months of 1952 Kent was sampled 
and tested at 20 doctors’ meetin 
In 1953 its story is being told at 
of them. 
dentist in the country Lorillard has 
mailed a gift box. 


os 
gs. 
33 
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To almost every doctor anc 


“Switched to Kent" 


But: among doctors and laymen, 
it’s said, Kent largely “launched it 
self.” Many in areas where the cig 
arette was not yet sold heard of it 
and wanted to try it. Confronting a 
battery of bright, white teeth, a den 
tist would exclaim: “I see you've 
finally cut out smoking!” The pa 
tient would reply: “No, I’ve just 
switched to Kent.” 

A bit of “science” may serve in 
selling. All Lorillard salesmen have 
become smoke-testers. 

Each test takes about three min 
utes. One minute is for introduction 
and request to borrow a smoker’s cig 
arette; two minutes for explaining 
the difference in filtration while the 
test is being made—and then the 
results. 

An “Outline of Smoke Demonstra 
tion with Scientific Glasses’’ empha 
sizes that “the test should be con 
ducted at point-of-sale locations be 
fore as many observers as possible.” 

When a consumer has replied that 
he would like to see the test, the 
Lorillard salesman borrows one of 
his cigarettes, places the two glasses 
upside down on clean white paper, 
and writes in front of them “You: 
Brand” and “Kent.” x 

Through a stem attached to each 
nverted glass he puffs smoke from 
that brand. He is careful to “Suse 
normal puffs and avoid 
burning and ash formation on either 
hrand.”’ 

While the glasses remain on the 
paper, the salesman asks if the ob 
server can see the ditterence n colo1 
of the smoke. He shows that “Kent 
smoke is cleaner and whiter”; the 
vellowish discoloration in the othe1 
derives from “irritating tars.” He re- 
moves and opens Kent's filter to re- 
veal the tar deposit on its inner end. 
He compares this with “the clean 


excessive 
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coming to 


Then he explains: “That is why 
we can say that the Micronite filter 3 TOWER HEIGHT 
vet leaves in rich, mild tobacco fla- : 

” . . : — 2 <= que que quem ¢ oe ee ome ee eee ee ee oe = oe 
vor.” Against non-filter cigarettes, the 
shy about spilling sales statistics. But S 
in these 19 months—when the whole er: 
“filter” business has soared—Kent has : 
moved close to the top among them. 
250 million packs. At 30 cents a pack 
(the price varies with state and local 
turer’s volume—less taxes—of about 
$25 million. 
to a total of about 1.3 million U.S. 
outlets. Of these 800,000 are non- 
carry Kents. [Ss<] #y 

Road 
Coming... 


blue-white color of a Micronite filter - 
before it has been used.” maximum 
takes out considerably more nicotine 
and tars than other filter cigarettes— 
contrast would be even greater. > ies . 

The Lorillard folks are somewhat ., maximum 
At this writing Kent’s annual rate 
may approach five billion units, or 

3 " 

taxes) this means a retail rate of $75 ; maximum 
million a vear. It means a manufac- 

Lorillard products are sold through 
6,000 jobbers and other direct buyers 
vending-machine. Some 60% n-v-m 
outlets or nearly 500,000 now 

Easterners Learn to Sell J u 
Western Living 


Is there an idea for your sales training | . Our new 1049-foot tower and 100,000 

. . ' 7 } . . 

in Sunset magazine's approach? watts power will give advertisers the 
in Sales Management 


only total primary coverage of America's 
December 15 


Miracle Market — Norfolk, Portsmouth, 
Hampton, Warwick, Newport News and 
contiguous area of Tidewater Virginia 
and North Carolina. 


RRA AAA RAR ARR l 


Among all the types of cigarette 
outlets—from cigar, drug, stationery 
and department stores to restaurants, es Within 
diners and gasoline stations — two — Daten, 

ie : ¢ Within GradeA Grade B and 
now sell nearly half of all cigarettes: Gets < and Grade 6 | 100 mv Line 


Food stores do 30%, and vending 
machines 16%. 

Thus far Kent has made out well 
in food stores - especially the big i — 
buy-’em-by-the-carton super markets. 
But it is just getting going in vend 5 Effective 
ing machines. ~ z° Buying Income $1,073,371,850| $1,415, 186,000) $2.040, 385,800 

Until now vending machines could : : 
carry only a few standard brands. i 
Today, however, manufacturers are Retail Sales $702,570,950 | $919,355,950 |$1,406,713,050 
introducing machines to vend ciga- 
rettes at two different prices—mak- 


ing it possible for premium-price K > |Familiesin Area | 207,825 295,655 419,335 

brands to be included. > 
Even then, of course, most brands : é Data from SALES MANAGEMENT'S Survey 

—among the 50-odd brands of cig- be of Buying Power, May 10, 1953. 

arettes now widely sold—still can’t 

be carried. But the Lorillard folks 


are seeing to it that more and more : | 
machines will disgorge Kent. u - 
After all . . . haven’t a lot of 


smokers proved, to their own health 


and satisfaction, that they want it? cay Norfolk 
The End - 
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Retail Trade Forecast for December, 1953 


‘The December volume of retail 
sales will probably total $17.1 billion 
new all While 
representing only a one per cent gain 
last December, a performance 
matching that of the 1952 Xmas sea 


son would be regarded by most retail 


for a time record. 


over 


ers today as cause for congratulations. 
There is no longer question 
that the fall season has been disap 
pointing to most retailers. “The speed 
with which the over-all has 
changed is illustrated by the fact that 
in July and August, despite a heat 
total retail ran 

tively seven per cent and six per cent 
ahead of last year, while in Septem 
ber the percentage gain fell to four 
per cent and in October to one pet 
cent. Much of the rapidity of decline 
reflects the slowdown in auto sales in 
recent weeks as dealers stocks reached 


any 


picture 


sales 


wave, respec 


the highest levels in history. How 
ever other hard goods, such as tele 
vision and other appliances, have also 
proved to be slow-moving. Observers 
have noted a correlation between the 
sag in hard goods sales and the fact 
that consumer credit is no longer in 
creasing at the rapid rate registered 
earlier in the year. The stage appears 
to be set for some new ideas in mer 
chandising and promotion if we are 
to avoid a downturn in selling. 

Among those states expected to re 
port better-than-average performance 
for this December as opposed to De 
cember of 1952, are: Florida, Indi 
ana, Kentucky, Michigan, New Jer 
sey, and Ohio. 

The leading cities, those with a 
city-national index well above aver 
age, are: York, Pa., 116.8; New 
London, Conn., 116.1; Jackson, 


Mich., 116.0; Royal Oak-Ferndale, 
Mich., 116.0; Portsmouth, Ohio, 
115.8; Flint, Mich., 115.6; Lorain, 
Ohio, 115.4; Long Beach, Calif., 
114.4; Riverside, Calif., 114.3; De- 
troit, Mich, 113.9; Knoxville, 
Tenn., 113.7; Evansville,  Ind., 
112.8; Gary, Indiana, 111.5; Grand 
Rapids, Mich., 111.5; Warren, Ohio, 
110.7; Portland, Maine, 110.3; Bel 
lingham, Wash., 110.0. 

The SM Research Department has 
for many months been engaged in ex- 
tending the list of high spot cities to 
include the central cities of a numbe: 
of metropolitan areas which had not 
been previously represented _ here. 
Cities recently included are: Santa 
Ana, Calif.; Meriden-Wallingford, 
Conn.; New London, Conn.; Al- 
bany, Ga.; Lafayette, Ind.; Lake 
Charles, La.; Monroe-West Monroe, 
La.; Hagerstown, Md.; Brockton, 
Mass.; Port Huron, Mich.; Joplin, 
Mo.; Poughkeepsie, N.Y.; Hamilton, 
Ohio; Lima, Ohio; Lorain, Ohio; 
Middletown, Ohio; Portsmouth, 
Ohio; Hazleton, Pa.; Williamsport, 
Pa.; Abilene, Texas; Laredo, Texas; 
Port Arthur, Texas; San Angelo, 
Texas; Texarkana, Texas-Arkansas ; 
‘Tyler, Texas; Danville, Va. ; Belling- 
ham, Wash.; Everett, Wash.; Ken- 
osha, Wis.: La Crosse, Wis.; Osh- 
kosh, Wis. 
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Retail sales in December will total 17.1 billion dollars, reflecting The break between 1950 and 195! reflects a change in the 
Department of Commerce definition of retail sales to include sales 


of outlets going out of business during the year. 


a 1% gain over December, 1952. This volume of sales, in terms of 
1939 dollars, is 7.5 billion dollars when adjusted as shown above. 
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Sales Management's Research Depart- 
ment, with the aid of Market Statistics, 
Inc., maintains running charts on the 
business progress of more than 283 of 


the leading market centers of the country. 


Monthly data which are used in th 
measuring include bank debits, sales tax 
collections, Department of Commerce sur 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales 

The retail sales estimates presented 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SSM's Survey of Buying Power 

Three Index Figures Are Given 
the first being “City Index 1953 vs 
1939.” This figure ties back directly to the 
oficial 1939 Census and is valuable for 
gauging the long-term change in a mar 
ket. It is expressed as a ratio. A figure of 
400.0, for example, means that total retail 
sales in the city for the month will show 
a gain of 300% over the same 1939 
month. In Canada the year of comparison 
is 1941, the most recent year of official 
sales Census results. 

The second figure, “City Index, 1953 
vs. 1952,” is similar to the first except 
that last year is the base year. For short 
term studies it is more realistic than the 
first, and the two together give a well 
picture of how the city has 
grown since the last Census year and 


rounde d 


how business is today as compared with 
last year 

The third column, “City-National In 
dex, 1953 vs. 1952” relates the city’s 
change to the total probable national 
change for the same period. A city may 
have this month a sizable gain over the 
same month last vear, but the rate of 
gain mav be less—or more than that of 
the nation. All figures in this column 


RETAIL SALES FORECAST 
(S.M. Forecast for December, 1953) 
City 
City City Nat'l 
Index Index Index $ 
1953 1953 1953 (Million) 
vs vs vs December 
1939 1952 1952 1953 


UNITED STATES 


376.0 100.0 17079.00 


Alabama 


Birmingham 
Gadsden 
Mobile 
Montgomery 


Arizona 


b..oenix 
% Tucson 


Arkansas 


Fort Smith 
Little Rock 


California 


Bakersfield 
Berkeley 
Fresno 
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above 100 indicate cities where the change 
is more favorable than that for the U.S.A. 
The City-National Index is derived by 
dividing the index figure of the city by 
that of the nation 

The Dollar Figure, “$ Millions,” gives 
the total amount of retail sales for the 
projected month. Like all estimates of 
what is likely to happen in the future, 
both the dollar figure and the resultant 
index figures can, at best, be only good 
approximations, since they are necessarily 
projections of existing trends. Allowance 
is made in the dollar estimates for the 
expected trend, and cyclical 
movement 

The index and dollar figures, studied 
together will provide valuable informa 
tion on both rate of growth and actual 
size of a city market 

These exclusive estimates are fully pro 
tected by copyright. They must not be 
reproduced in printed form, in whole or 
in part, without written permission from 
Sares MANAGEMENT, INC. 


seasonal 


Suggested Uses for This Data include 


(a) special advertising and promotion 
drives in spot cities, (b) a guide for your 
branch and district managers, 
ing sales quotas, (d) checking actual per 
formances against potentials, (e) basis of 
letters for stimulating salesmen and fore 
stalling their alibis, (f) determining 
where drives should be localized 


(c) revis 


A Pre-Release Service Is Available. 
SM will mail, 10 days in advance of pub 
lication, a mimeographed list giving esti 
mates of retail sales in dollar and index 
form for the 200-odd cities. The price is 
$1.00 per year 


¥%& Cities marked with a star are Pre- 
ferred-Cities-of-the-Month, with a level 
of sales compared with the same month 
in 1952 which equals or exceeds the na 
tional change 


RETAIL SALES FORECAST 
(S.M. Forecast for December, 1953) 
City 
City City Nat'l 
Index Index Index $ 

1953 1953 1953 (Million) 

vs vs vs December 

1939 1952 1952 1953 


California (cont.) 


% Long Beach 557.8 115.5 

w Los Angeles 418.0 
Oakland 

w& Pasadena 

we Riverside 

%& Sacramento 

%& San Bernardino 

% San Diego 
San Francisco 294.0 
San Jose 411.3 

® Santa Ana .. 500.1 

%& Santa Barbara 419.1 
Stockton 438.0 
Ventura 427.8 95.7 


Colorado 
Colorado Springs 354.1 96.1 
Denver 354.1 97.7 
% Pueblo 391.2 105.1 1041 
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Owners and operators of \ 
Station WHAS and Station WHAS TV 
377,662 DAILY e« 303,238 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM CO. 


9: 
WHY DID 53 
NEW NATIONAL 
ADVERTISERS USE 
THE POST THE 
FIRST HALF OF 
1953? 
A: 
First, of course Salisbury-Rowan is a 
market well werth going after. Over 
100 manufacturing plants, the South 
ern's largest shops, tremendously 


active commerce and outstanding 
agriculture, 


And ONLY the POST reaches, influ- 
ences, sells this rich market, since all 
outside metropolitan newspapers com 
bined circulate less than 3000 in 
Salisbury-Rowan, 


Your ONE best answer is a test 
campaign in the Post. 


Send for your FREE copy of the 
1953 BRAND PREFERENCE SURVEY. 


THE SALISBURY POST 


Sem stay. Moet Car alin 


WARD-GRIFFITH COMPANY 
Representatives 


Wh j RETAIL SALES FORECAST 
Y ~ (S.M, Forecast for December, 1953) 


City 


BLOOMINGDALE’S City City Nat'l. 
Index Index Index $ 
1953 1953 1953 (Million) 
| YW vs vs. vs December 


building its largest branch store 1939 1952 1952 1953 


in Stamford? 


it could be that this leading N. Y. 


: Connecticut (cont.) 
City department store sees a great 
° ° ja New Haven 302.3 98.9 
opportunity in a_city that can % New London 385.0 117.3 
boast of ¥ Stamford .. 419.4 101.8 
- 


% Waterbury 336.2 101.4 
@ Per family income of $8,282. Ist 
among the 200 largest cities. 


ene 
Retail Sales—42% above U.S. family Delaware 
average % Wilmington . 359.9 


Furniture-household sales—87% above 
U.S. family average. 


Drug sales—22% above U.S. familys District of Columbia 
average Washington .... 335.8 96.6 


Fo 1d sales 48% above U.S. family 
witha ca RETAIL SALES FORECAST , 
The Stamford Advocate is the CR, CRS Se CES, Se? aren 
City ® Jacksonville 
preferred way to reach this City City Nat'l & Miami 
preferred market. Index Index Index $ % Orlando 
1953 1953 1953 (Million) % Pensacola 


= = - December % St. Petersburg 
STAMFORD ADVOCATE 1939 1952 1952 1953 *%& Tampa 7 ae 


Stamford, Conn. Connecticut . 
“te w& Bridgeport 397.5 Georgia 


Represented by The Julius Mathews we Hartford 334.4 & Albany 
® Meriden- % Atlanta 
Wallingford 357.2 Augusta 
Middletown 381.8 Columbus 
Macon 
% Savannah 


Special Agency, Inc. 


® Honolulu 


oe NEW LONDON per 


FIFTH MARKET IN CONNECTICUT* 


Ace High in High Spot Cities _ 


Boise 


® Leading all Connecticut cities in Retail Sales Growth. 
November 1953 is 20% higher than November 1952. Illinois 
% Bloomington 371.4 
® November's Retail Volume $6,540,000 (S.M. Est.) Champaign- 
Urbana 382.1 
% Chicago 345.1 
Danville 353.3 
is An All-time Record High. Continuing This As Decatur 326.9 
’ ’ East St. Louis 391.5 
Connecticut's Fifth Market eline-Reck 
Island-E. Moline 387.3 100.1 
% Peoria 324.0 103.0 
% Rockford 419.9 104.1 
Ww Springfield F 385.5 104.6 


@ October Newspaper National Lineage of 168,193 Lines 


Your Good Evening Newspaper 


Is The Medium Providing 96°, Family Coverage In This 
61,547 City Zone Population Area of Southeastern Connecticut 


23,094 Daily Circulation averaging 
47% Pure reading matter, at 12c a line 


GILMAN, NICOLL & RUTHMAN ‘A‘ONAL 


New York Chicago Boston 
Philadelphia Los Angeles San Francisco 


«+ for full 
population, sale 
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How Important Is 


NORWALK, Conn.? 


Norwalk is a big shopping center— 
listed by Sales Management as a 
metropolitan area — a market of 


92,000 population. 


Norwalk’s 


average. 


income is 54 above 
Norwalk’s sales are 27° 
above average. Norwalk’s buying 
power quota is 35% ‘above average. 


Norwalk’s 


above average. 


quality index is 35% 


THE NORWALK HOUR, with dominat- 
ing circulation in this high income area, 
is the surest way to get more sales for 
your advertising dollars. 15,252 daily cir- 
culation—91% coverage of the city zone 


homes, 55% of the entire trading area. 


The Norwalk Hour 


Norwalk, Conn. 


Represented by 
The Julius Mathews Special Agency, Inc. 


You Always Get More 
In Middletown 


U.S. Dept. of Commerce selects Middle- 
town Conn, 


The Middletown Chamber of Conmerce 
has been designated as a “cooperative 
office” of the U.S. Dept. of Commerce for 
this area. The action is part of the 
department’s program to strengthen its 
field service to business men. 


With many local plants adding more 
employees and payrolls—and with a per 
family income of $7,553 compared to 
$5,086 for the nation and family sales of 
$6,037 compared to $3,584 for the nation, 
it’s no surprise to us that Middletown is 
being recognized more everyday. 


National advertisers should also re- 
examine their sales possibilities in’ this 
great market. 

No combination of incoming non-local 
papers can come anywhere near equaling 
the coverage of The Press. 


“You Always Get More 
In Middletown” 


THE MIDDLETOWN PRESS 


' 


. MIDDLETOWN, 00) 
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RETAIL SALES FORECAST 
(S.M. Forecast for December, 1953) 
City 
City City Nat'l 
Index Index Index $ 
1953 1953 1953 
vs vs vs 
1939 1952 1952 


Indiana 


w& Evansville 

% Fort Wayne 

® Gary 

& Indianapolis 

w& Lafayette 

w® Muncie 

% South Bend .... 
Terre Haute 


lowa 


Cedar Rapids 
% Davenport 
w% Des Moines 
%® Dubuque 
Sioux City 
*% Waterloo 


Kansas 


Hutchinson 
Kansas City 
Topeka 
Wichita 


Kentucky 
% Lexington 
& Louisville 
%& Paducah 


Louisiana 
% Baton Rouge 
Lake Charles 
Monroe, 
West Monroe . 
New Orleans 
Shreveport 


Bangor 
% Lewiston-Auburn 324.3 


( Million ) 
December 


ABC Says Paducah 
City Zone 52,016! 


The Audit Bureau of Circula- 
tions on Feb. 11 credited Paducah 
with a city zone population of 
52,016, retroactive to Oct. 1, 1952. 

Previous figure was 36,327. 

Since a _ billion-dollar atomic 
energy plant was started in 1951, 
the Paducah market has grown in 
every way. Put it on your 50,000 
‘national’ list. 


The Paducah Fun Democrat 
31,202 Paducah, Ky. R.O.P. 


ABC Color 
Burke, Kuipers & Mahoney 


WHAT A TEAM 


A top quality sales center plus a tailor- 
made newspaper for selling . . . that’s 
what you get in the Biddeford-Saco mar- 
ket. 
Family income is $5,586 
—$961 above average for 
the state of Maine. This 
extra buying power be- 
comes a steady stream of 
retail sales . . . for in- 
stance, Biddeford fam- 
ilies spend $148 more for 
their automotive needs 
than others in the state. 
The Biddeford Journal will put your 
product on Biddeford’s shopping list. 
Read in 95° of the homes in the entire 
market, it’s vour best introduction to big 


THE BIDDEFORD 


JOURNAL 


BIDDEFORD, MAINE 


Represented by 
The Julius Mathews Special Agency, Inc. 


MAINE'S 
BIGGEST MARKET 


7 Counties in our 


ABC Retail Trading Area 


Better than 1/3 of the 
state's total income, retail 
sales covered by one big 
medium— 


“Maine's Largest Daily Newspaper” 


The Bangor 
Daily News 


67,071 Daily — 71,619 Sat., Sun. 


Rep. by Small, Brewer & Kent, Inc. 
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Are You Advertising To Acreage 
Or To People With Money To Spend? 


The PORTLAND, MAINE Market 


is a Nine County Sales Area 


65% 


OF ALL THE 

FOOD SALES IN THE 
STATE OF MAINE 
ARE CONCENTRATED 


IN THESE NINE 
SOUTHERN 
COUNTIES. 


$264, 274,000 


1952 FOOD SALES 


The PORTLAND newspapers give you 
94% coverage of the city and retail trade 


zone and 52% of the entire nine counties. 


78,164 circulation daily . . . 87,243 Sundays 


PORTLAND, MAINE 


PRESS HERALD EVENING EXPRESS 
SUNDAY TELEGRAM 


Represented by The Julius Mathews Special Agency, Inc. 


pot 


RETAIL SALES FORECAST 
(S.M_ Forecast for December, 1953) 
City 

City City Nat'l 
Index Index $ 
1953 1953 (Million) 
vs , ¥s. December 
1939 1952 1953 


Maine (cont.) 
% Portland 311.5 


Maryland 


* Baltimore 
Cumberland 
tw Hagerstown... 


Massachusetts 


Boston 
Brockton 

w® Fall River 

% Holyoke 
Lawrence 
Lowell 
Lynn ‘ 

%& New Bedford 
Pittsfield 

*%& Salem 

Ww Springfield 
Worcester 


«+» for full 
population, sales/ 


SALES MANAGEMENT 


RETAIL SALES FORECAST RETAIL SALES FORECAST 
(S.M. Forecast for December, 1953) (S.M. Forecast for December, 1953) 
City City 
City City Nat'l City City Nat'l 
Index Index Index $ Index Index index $ 
1953 1953 1953 (WMillion) 1953 1953 1953 (Million) 


There’s Less 
i ara mm & "| Sales Resistance 
: In Taunton, Mass. 


Duluth Yes, you can sell more in Taun- 
# Battle Creek Minneapolis ton because its families have 
St. Paul 


woe oy 8.74 more to spend. It’s your best 


% Detroit . . : 305.50 sales target in southern Massa- 
te Flint 3109 Mississippi chusetts. 

Jackson 
%& Grand Rapids 6 5 35.09 a) ee } 
Taunton families have an in- 
% Jackson ? 12.59 


% Kalamazoo 14.09 Missouri 


come of $5,172—-$495 more 


than Bristol County average 


w® Lansing bs) 03.5 19.77 
% Muskegon ( 10.59 


% Pontiac 7 14.51] 


Joplin 
Kansas City 
St. Joseph 
® St. Louis 
Springfield 


$478 more than Fall River 
and $747 more than New 


Bedford. 


% Port Huron y 6.97 


dr Payal saints Taunton Gazette 


Ferndale 7.2 116.0 13.57 om Taunton, Massachusetts 
ihings 


% Saginaw 1109 1098 15.65 Butte Established 1864 
Great Falls Represented by The Julius Mathews 
Special Agency, Inc. 


Nebraska 


> | & Lincoln 
it S Omaha 
no secret... 


Business is good in the Pittsfield 


Nevada 
Reno ) 100.4 


metropolitan market. Good enough 
to provide $154,634,000 retail sales 


New Hampshire 
volume. 


Manchester 299.9 


/ Nashua 291.2 
And no wonder . . . family earn- 


ings hit $5,806, 14¢> higher than 
the U.S. average. And retail sales New Jersey 
reflect this high income to the tune Atlantic City 99.8 988 


of $4,816 per family, 34°C above t Camden 106.8 105.7 
‘ ‘ a : ‘ Elizabeth 100.2 99.2 
average for the nation. Family for te Jersey City 
eae 


family the most responsive mass- Hoboken ... 103.6 102.6 
ee: ae. eee te Newark 106.7 105.6 
market in the state. 


Served by one of the country’s best 
read newspapers. The Berkshire Pat A 
Eagle, with 100% coverage of the Detroit Market—write to the Pr 
motional.and Research Depa 


. «+ for full ment’ “ee ee 


city zone and 70% of the entire 
county, —_ 
443,791 Weekdays 


THE BERKSHIRE — a i 544,622 Sundays 


Highest weekday and Sunday circulation of 
any Michigan newspaper, exclusive of pre 


E A G L E ‘ | y . | “AGG, Mares for, month period 
PITTSFIELD, MASS. 


Represented by Buying Power Th e D etro i t N ews 
The Julius Mathews Special Agency, Inc. salle toate 


ola itis canctennintrtstaennaticstntasnsiasttbiaics nwt 
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The odds are in 
your favor 


The chances of selling more 
at a lower cost are very much 
in your favor in the Little 


Falls market--right now. 


Income is up. 
Sales are up. 
Circulation is up. 


A schedule in the Times 


reaching 75° of the entire 


market area of 30,000 people 


offers low-cost coverage and RETAIL SALES FORECAST 
(S.M. Forecast for December, 1953) 

City 

City City Nat'l. 

Index Index Index 


bigger profits in 1953. 


s 
Little Falls Times 1953 1953 1953 (Million) 
vs vs vs December 


1939 1952 1952 1 


Little Falls, N. Y. 


Represented by New Jersey (cont.) 


The Julius Mathew 
=e % Passaic-Clifton 354.4 101.0 100.0 
Special Agency, Inc. | we Paterson 348.1 107.5 106.4 


%& Trenton 346.4 107.1 106.0 


$ 


953 


17.03 


24.71 
23.30 


NORTH JERSEY'S 
BEST BUY 


Passaic-Clifton retail sales will total over $17,000,000 
in December, according to Sales Management fore- 
casts. For the 13th consecutive month, Passaic-Clifton 
is ranked as a preferred" High Spot City. 


Passaic-Clifton . . . consistently maintaining a better 
than-average record for increased sales . . . and The 
Herald-News . . . with the largest circulation of all 
newspapers published in Bergen and Passaic Counties, 
offers national advertisers December's best buy in 


North Jer ey 


THE HERALD-NEWS 
OF PASSAIC-CLIF TON, N. J. 
New York General Advertising Office—James J. Todd, Mer. 


note new address 
18 East 41st Street, New York 17—Murray Hill 5-0131 


RETAIL SALES FORECAST 
(S.M, Forecast for December, 1953) 

City 

City City Nat'l. 

Index Index Index 

1953 1953 1953 


$ 
(Million) 


vs vs vs December 


1939 1952 1952 


New Mexico 
% Albuquerque ... 794.7 


New York 


® Albany 
Binghamton 

*% Buffalo 
Elmira 

%& Hempstead 

Township 

Jamestown 
New York 

% Niagara Falls 

% Poughkeepsie 

tw Rochester 
Rome 
Schenectady 

w Syracuse 
Troy 

® Utica 


North Carolina 


Asheville 
Charlotte 
Durham 
% Greensboro 
% Raleigh 
Salisbury 
Wilmington 
%& Winston-Salem 393.2 


North Dakota 


Fargo 332.1 


Ohio 

% Akron 102.6 
% Canton 3 106.6 
& Cincinnati .... 103.2 
%® Cleveland 105.1 
% Columbus 102.5 
% Dayton 102.6 
w% Hamilton 104.3 
% Lima : 5 101.2 
*% Lorain 115.4 


SALES MANAGE 


1953 


MENT 


RETAIL SALES FORECAST 
(S.M. Forecast for December, 1953) 
City 
Nat'l 


RETAIL SALES FORECAST 
(S.M_ Forecast for December, 1953) 
City 
Nat'l 
Index index Index $ Index Index Index $ 
1953 1953 1953 (Million) 1953 1953 1953 (Million) 
vs vs vs December vs vs vs December 
1939 1952 1952 1953 1939 1952 1952 1953 


Altoona, Pa. 
is a good 


TEST MARKET 


...@s many important 


City City City City 


Ohio (cont.) Pennsylvania 


w® Mansfield 
Middletown 

% Portsmouth 
Springfield 

% Steubenville 

% Toledo 

%& Warren 
Youngstown 

Ww Zanesville 


Oklahoma 


Bartlesville 

Muskogee 

Oklahoma City 
*% Tulsa 


Oregon 


Eugene 
Portland 
*% Salem 


94.5 
93.1 
101.9 


Yj 


Beautiful 
Holdup! 


Christmas rush or no, Woon- 
hold 
fully all year ‘round. Per-family 
the R.l. 
average in all retail sales—by 


26% 


Yj 


socket sales 


YYyyswyv94 


up beauti- 


average surpasses 


in general merchandise 
alone. (‘53 S.M. Survey of 
Buying Power) Sell this 100,- 
000-plus trading area through 
the city's 
daily, the — 


one-and-only local 


WL, 


Yy 


Yjp 


yyy 
UY Z 


Wy, 
Yj, 


Mitts 
Y ff 
sisi 


Yj 
Yfy 


U4 


WOONSOCKET 


CALL 


Representatives: Gilman, Nicoll & Ruthwes 


Affiliated: WWON, WWON-FM 
COVERS RHODE ISLAND'S 
PLUS MARKET 
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Allentown 
Altoona 

*% Bethlehem 

%& Chester 

w Erie 
Harrisburg 
Hazleton 
Johnstown 
Lancaster 

% Norristown 

%® Oil City 

w Philadelphia 
Pittsburgh 

w® Reading 
Scranton 

ww Wilkes-Barre 
Williamsport 

w& York 


Rhode Island 


Providence 
Woonsocket 


275.5 
287.0 


South Carolina 


Charleston 
%& Columbia 

Greenville 

Spartanburg 


362.7 


485.5 
434.1 
448.7 


South Dakota 


Aberdeen 
Sioux Falls 


Tennessee 


% Chattanooga 

Ww Knoxville 
Memphis 

w& Nashville 


Texas 


Abilene 
Amarillo 
Austin 
Beaumont 
Corpus Christi 

® Dallas 

w El Paso 
Fort Worth 
Galveston 
Houston 
Laredo 
Lubbock 
Port Arthur 
San Angelo 
San Antonio 
Texarkana 

*% Tyler 

® Waco 


Wichita Falls .. 


456.8 


336.4 


560.7 
551.5 
447.6 
498.4 
562.8 
529.9 
543.7 
579.4 
404.4 
509.2 
£03.2 


111.0 
114.8 

98.5 
101.0 


109.9 
113.7 

97.5 
100.0 


factors PROVE! 


© it's well isolated from other cities. 

P it has typical distributive outlets. 

P its citizens have average incomes. 

> it has a splendid mixture of indus- 
try and farming. 

P it has excellent year-round stabil- 
ity and a good record as a test 
city. 

P Also, tne Altoona Mirror is a co- 
operative evening newspaper. It 


completely blenkets the market. 


ALTOONA'S ONLY 
EVENING NEWSPAPER 


RICHARD E. BEELER 
Advertising Manager 


Altoona 
Mirror. 


MOUNTING MILLIONS! 


$81,000,000 


spendable income in 


NORRISTOWN, PA. 


This most important segment 
of the Greater Philadelphia 
Market is teeming with new 
and expanding industries, new 
homes, new schools, new 
stores. A wealthy market! 


Your influential selling ace is 
the NORRISTOWN TIMES 
HERALD, notable for 100% 
Home Coverage. This potent 
force is on the inside .. . key- 
ed to community life, keyed to 
SELL for you! 


Gimes Herald ® 
NORRISTOWN.Z| 


Montgomery County’s Great Home 


Newspaper 


Represented Nationally by 
THE JULIUS MATHEWS 
SPECIAL AGENCY 


in | the nation 


in income 
per household 


An average annual income of $6,575.00 
per household for Madison and Dane 
county; an eight county retail sales 
total of $425 million — sell it best 
with central Wisconsin's first television 
station. 


MADISON, WIS. 


HEADLEY-REED Tv 


Newport, R. I. 


is more famous 
as a Sales center 


Here's the reason why— 


Newport's family income of $6,34! 
tops every city and county in the 
state $1,070 higher than Rhode 
Island and $1,255 above the United 
States average 

Sell this high-income market through 
Newport County's only daily, 


The Newport Daily News 


Represented by The Julius Mathews 
Special Agency, Inc 


RETAIL SALES FORECAST 
(S.M_ Forecast for December, 1953) 
City 

City City Nat'l 
index Index Index $ 
183 1953 1953 (Million) 
vs vs vs December 
1939 1952 1952 1953 


Utah 


Ogden 454.6 94.5 
w Salt Lake City 372.2 104.0 


Vermont 


Burlington 99.6 
Rutland 92.0 


Virginia 

& Danville 

w Lynchburg 
Newport News 
Norfolk 

& Portsmouth 
Richmond 

w& Roanoke 


Washington 


& Bellingham 

w Everett 

w& Seattle 
Spokane 
Tacoma 
Yakima 


West Virginia 


wt Charleston 384.5 
Huntington 354.5 
w Wheeling 324.2 


Wisconsin 


Appleton 
*& Green Bay 
%® Kenosha 
w& La Crosse 
Madison 
® Milwaukee 
% Oshkosh 
Racine 
%& Sheboygan 
Superior 


Wyoming 
Casper 
Cheyenne 


For Office Space in Cincinnati Area 
Be Sure to See Us First 
Altractive air-conditioned suite in modern 
central buildin Sublease furnished or un- 
furnished. Efficient phone, secretarial service 
Also verbatim reporting of meetings, con 

ventions, hearings, etc 
STENOTYPE REPORTING SERVICE 
606 Terrace Plaza, Cincinnati 2, Ohio 


DETROIT AREA SALES 
Salesmanager 37, seeks opportunity to return t 
the field as representative of established manu 
facturer whose high volume potential is not being 
realized due to lack of hard-hitting, intelligent 
coverage. 16 years exceptional background in sales 
to national accounts, chains, and industry. Out 
standing success in promotions, meetings and 
trainin 


Detroit 36, Mich 


RETAIL SALES FORECAST 
(S.M_ Forecast for December, 1953) 
City 
City City Nat'l 
Index Index Index $ 
1953 1953 1953 — (Million) 
vs. vs vs December 
1941 1952 1952 1953 


CANADA 


318.8 102.0 100.0 


Alberta 


* Calgary 490.4 105.0 102.9 
% Edmonton 578.3 1123 110.1 


British Columbia 


Vancouver 378.2 97.2 
Victoria 397.6 98.8 


Manitoba 


Winnipeg 


New Brunswick 
Saint John .... 223.0 


Nova Scotia 
Halifax 279.1 


Ontario 


Hamilton 100.6 
% London 109.0 
Ottawa 101.5 
% Toronto 106.7 
*% Windsor 106.4 


Quebec 


Montreal 
Quebec 


Saskatchewan 
w Regina 416.0 1129 


SALES MANAGER 


WANTED By Nationally Known Power 
Too! Manufacturer with products distri- 
buted thru Hardware Wholesalers, Chains, 
Department Stores! 


He must have good live national stand 
ing among Hardware Wholesalers and 
make personal contacts with them 
also supervise sales force, initiate sales 
promotions. We prefer a man 35 to 
45. A real opportunity for a creative, 
hard-hitting, competitive sales execu 
tive. Send- complete resume, photo 
graph 


BOX.3008, SALES MANAGEMENT 


SALES MANAGEMENT 
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LOL OE ET tate, 


| had a couple of items left over 
from the World Series: From the 
Way a sports-announcer yaks, you'd 
think he was raised on yak’s milk. 


Count Dracuta: Bat boy. 
a 
Before I forget it, two special sec 
tions devoted to U.S. and foreign 
trade and economic conditions will 
be published with the regular issues 
of The New York Times on January 
4 and 5. More than 300 advertisers 
from 27 foreign countries were rep 
resented in the 1953 edition. 
. 
ForRrST PRESERVE: Conservation 
piece, 
a7 
\Mlarsh Pickett says that maybe the 
reason worry. kills more people than 
work is that more people worry than 


work, 


The Home Insurance Co. gives it 
a twist with: “He keeps the home 
fires from burning!” 


Since Dr. Kinsey has covered the 
male and the female of the species, 
and since the neuter gender is all but 
non-existent, I thought he'd need a 
title for his next book: “Next. of 
Kinsey.” 


Horo: 


\n_ idle-worshipper. 


Yankee Tools got kind 0° cute with 
“Beauty and the Best!” 


Bustie: Deceitful seatful.—J//erd 
Shriner. 


The column asked: “What ever 
became of the sulfa drugs?” and 
Schering Corporation’s supervisor of 
hospital sales, R. H. Bowles, told me, 
quoting Chemical Week. In 1950, 


120 


BY T. HARRY THOMPSON 


five million pounds were produced ; 
in 1951, this jumped 20%; in 1952, 
the estimate was six million pounds. 
Bowles thinks ‘his firm’s initial idea 
of combining sulfonamides to reduce 
side effects may have contributed to 
the increased tonnage. 


The same correspondent encloses 
a clip from North Western Druggist 
explaining why a goat can eat grass 
containing chlorophyll and still smell 
like a goat. Can’t assimilate it, is the 
briefest condensation of the piece. 


Orville Reed says mixed greens, 
incidentally, are good for you 
especially fives, tens, and twenties. 
He then quotes a Want Ad: “Secre- 
tary wants position. No bad_ habits. 


Willing to learn.” 


Corrers: Where the wealth of 
the Smith Brothers lies. 


That disposable toilet-mop didn’t 
beat about the bathroom when it 
selected its brand-name: “Jonny 


Mop.” 


Willard Richman defines an alco- 
holic as ‘‘a social drinker who drinks 
between drinks.” 

J 


Herb Rinn mails a Rinso headline: 
“How to wash blankets without 
shrinking.” Says he never shrinks 
when he washes blankets because he 
just takes a couple of quick snorts. 


* 
If it isn’t already being used, here’s 


a brand-name some baker might like: 
“Thoro Bread.” 


“Any color as long as it’s 
read,” says National Publishing Co. 
gaily. 

. 


Everbody knows that Crime Does 
Not Pay, but Jack Webb, the Sgt. 
Friday of Dragnet, drags down jack 
to the tune of $100,000 a year. 


Herb Dickson Savs a girl likes a 
man who knows his onions... and 
carats, too! 


Mepium RARE: A_fortune-teller 
who can pick a winner at the track. 


Capsule Caricature: He smokes 


like a volcano. 
es 


Funny Coincidence Dep't: “Herb 
Dickson says nothing is ever lost by 
politeness except your seat in the bus.” 
—The Scratch-Pad, Aug. 1. “The 
only thing you ever lose by politeness 
is your seat in the bus.”—/Terhert I’. 
Prochnow in the Satevepost, Oct. 17. 


We never print puns, but Josephine 
Lowman, in a column on diet in the 
Boston Globe, asks: “Are you thick 
and tired of it?” She then offers a 
leaflet titled: ‘““Don’t Go to Waist.” 
Ho, hum! 


The Schick 20 evidently approves 
of the old adage, ““T'wo heads are 
better than one.” 

- 


Incidentally, I wish my Remington 
60 De Luxe were a bit quieter. 
Generally, I'd say it has the world 
by the whiskers. 


No, Tessie; the President’s birth 
day party at Hershey, Pa., didn’t tag 
him as The Chocolate Soldier. 


The old-timer says: ‘He jests at 
cigars who smokes only cigarettes.” 


Larry Strickler, of Lancaster's 
Educators Mutual, wonders if the 
final advertisement in the Maiden- 
form Bra series (and it would be 
very final) may not be headed: “I 
dreamed I was buried in my Maiden- 


form Bra.” 
. 


They say large blunders, like large 
ropes, are made of a multitude of 
fibers. 


SALES MANAGEMENT 


Sinest 


that MONCY 


Here is the most prized whiskey gift 

of all...known for its magnificent quality 
since 1872. In deluxe Gift Decanter, 
packaged in rich velvety Gift Box 

(at no extra cost)...all ready.to give 

as the gift of the season 


that will be remembered all year. 


DELUXE DECANTER IN RICH VELVETY GIFT BOX AT NO EXTRA COST 


L.W.HARPER 
She Sol Hel Wig? yy 


THE Prized vorrreo IN BOND vi 
KENTUCKY STRAIGHT<Aroecodone 


KENTUCKY STRAIGHT BOURBON WHISKEY * 100 PROOF + 1 W. HARPER DISTILLING CO., LOUISVILLE, KENTUCKY 


ACTIO 


ODA 


AS COMPETITIVE conditions make clear that iden- 
tification of a brand is not enough to get re- 
tailers to stock and push it, you can get the 
buying action that wins store preference and 
display by placing your advertising in the me- 
dium from which consumers do practically all 
their buying. 

More than to any other medium, people turn 
to the newspaper for buying ideas. It is the 
primary, and for most the sole, source of the 
information they want and use in daily life. 

Hundreds of thousands more families buy, 
read and buy from the Tribune than are reached 


by any other Chicago newspaper. During the 
twelve months ended June 30, 1953, adver- 
tisers placed over $57,000,000.00 in adver- 
tising in the Tribune—far more than they placed 
in any similar period in any other newspaper 
in the world. 

A Tribune representative will be glad to dis- 
cuss with you a plan that will produce more 
sales for your brand and build a consumer 
franchise for it among Tribune readers that 
will place you in a stronger market position. 
Why not ask him to call? 


ADVERTISING SALES Chicogo New York City Detroit San Francisco Los Angeles 
A. W. Dreier E. P. Struhsacker W. E. Botes Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
REPRESENTATIVES 1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg 155 Montgomery St. 1127 Wilshire Bivd, 


